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These cap 


screws...are 
made to Lam- 
son standards 


The most modern machinery 
built is now in quantity produc- 
tion on this newest member of 
the Lamson line, making cap 
screws that measure up to the 
rigid standards traditional to 
Lamson’s reputation for strength 
and accuracy. 

Lamson bolts, nuts and cotters 
for generations have enjoyed a 
reputation for excellence that 
has been recognized wherever 
such products are used. Lamson 
& Sessions therefore could not 
afford to do otherwise than to 
make a cap screw of a quality 
that fully measured up to every 
requirement of today’s produc- 
tion lines, and to its own reputa- 
tion for highest quality. 

When you order Lamson cap 
screws you may be confident that 
whatever qualities you expect 
to find in a cap screw are doubly 
insured by the Lamson label. 


Buy through your Distributor 





LAMSON 


& SESSIONS CO. 


CLEVELAND, OHIO 





— 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 


HARDWARE AGE 


vaner ARE AGE, published every week by the JRON AGE PUBLISHING CO., Division of United Business Publishers, Inc., 239 West 39th Street, New 
York, N. Y., U. 8. A. Established 1855. Entered as second class matter May 22, 1913, at the Post Office at New York, under the Act of March 3, 1879 
(Printed in U. S. A.) $3.00 per year. Single copies 25c each. Vol. 127, No. 

















GOOD 


a 


TOOLS 


SINCE 1819 





We have an attractive booklet on 
chisels which shows the whole line. 
Just the kind of booklet to interest 
the mechanic and to help you sell 
chisels. 









Carpenters and other Workers 
===) in Wood know these Tools 


The Pexto trademark on chisels means highest quality. Pexto 
chisels are forged of special steel of great strength. They are 
scientifically hardened and tempered, and so hold a keen, 
sharp cutting edge. 

Handles are of specially selected white hickory, finely pol- 
ished and finished. They are surmounted with caps of new 
live leather. The blades have famous Pexto mirror finish 
and are ground to a keen, sharp edge. 


Each chisel is inspected and tested thoroughly before it leaves 
the factory. 


No. 11 B shown above is supplied either with plain or bevel 
back and like all Pexto chisels is supplied in all practical 


widths. 


Pexto chisels and all the other Pexto quality tools can be 
obtained from your jobber. 





Hammers 
Chisels 

Pliers 
Screwdrivers 
Braces 

Pruning Shears 





THE PECK, STOW & WILCOX CO. %="** 


SOUTHINGTON, COonNn., U. S. A. Squares 


Fender and 


Makers of Good Tools since 1819 rem 


Removing Tools 
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Season of 1931 
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(Es) Lower than low | 





Dealers may place orders 
with their Jobbers NOW for 
future shipment protected 
against our own decline 





There are worth-while inducements 
for early specified orders 





KELLY AXE &. 


THE AMERICAN 
Charleston, 


HARDWARE AGE 
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est in 15 years 


Axe Prices Reduced 





QUAL 





Jobber’s New Prices to Dealers 
(These prices are per doz. F.O.B. factory) 


Kelly ‘‘Perfect’? Single Bit Axes—Base Weights—Unhandled $12.60 
Kelly “‘Flint-Edge”’ Single Bit Axes—Base Weights—Unhandled 12.00 
Kelly “Perfect”? Double Bit Axes—Base Weights—Unhandled 17.20 
Kelly ‘‘Flint-Edge’’ Double Bit Axes—Base Weights—Unhandled 16.00 
For Handled Axes add to the above prices 
Extra Quality Hickory Handles. Perdoz....... $4.50 
No. 1 Hickory Handles. Per doz. ........ aa 





“Kelly World’s Finest”” — New Finish — Sold HANDLED Only 


Red enamel finish, polished head and blade, deep stamped, filled gold bronze. Single 
Bit Axes; extra quality hickory handle withTRUE TEMPER brand _... $16.50 


LOWER PRICED SINGLE BIT AXES—SOLD HANDLED ONLY 
“Wood Slasher,” Painted red, polished blade. White lacquered hickory handle, base weights $12.50 








“Union Tool Co.,” Black forge finish. Brown stained hickory handle, base weights 11.50 
“Demon,” Rough forge finish. Brown stained hickory handle, base weights. . 9.00 
“Falls City,” Boy’s Handled Axe—No. 2—2% Ib., 28 inch, No. 1 Hickory handle... .. $10.00 
“Jim Dandy,” Boy’s Handled Axe—No. 2—2% Ib., 28 inch, No. 2 Hickory handle........ 9.00 





“Kelly World’s Finest” Kamp Axe—With genuine leather sheath, $11.50.. Without sheath $ 8.50 





OTHER REDUCED PRICES 








HAMMERS 
Perfect” A.E. Nail Hammers No. 511112 16 oz. head $9.00 “Falls City” No. 517112 -16 oz. head $6.00 
‘Hand Made” ” et ig No. 51914.” ” ” 5.00 “Union Tool Co.” Size 11142” ” 7 3.80 
"Demon’”’ ” ” ” Size 11 VY, ” ” ” 3.00 

HATCHETS 


“Perfect” No. 1321 Size 1 Half Hatchets $9.00 “Hand Made” No. 1391 Size 1 Half Hatchets $6.60 





TOOL WORKS or 


FORK & HOE CO. 
West Va. 
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= PUMPS-WATER SYSTEMS - HAY TOOLS -DOOR 











BIRD-DUST AND 
VERMIN PROOF 
WITH OR 
WITHOUT 

COVER 













ADJUSTABLE 
MOVES DOOR 
TO OR FROM 
BUILDING. 












DOOR IS RAISED 
OR LOWERED 
AS DESIRED 
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AND TRACK 





Expressed in terms of style, performance and de- 
pendability, Myers New-Way Giant Tandem Door 
Hangers and Tubular Girder Steel Track excel in 
many ways. Neatness in design and finish, compact- 
ness and carrying power, ease of operation, weather 
resistance, adjustability, uniformity of service—the 
prospective purchaser of door hanger equipment is 
quick to appreciate the outstanding features of Myers 
New-Way Giant Door Hangers and recognize the 
standard of sliding door service they make possible. 


Tandem machine turned steel trolleys, steel roller 
bearings, steel axles, flexible steel trucks, patented ad- 
justable features—expressed in terms of performance 
mean easy operating, smooth gliding, weather resist- 
ing, sliding doors for barns, garages, storages and 
other buildings. Expressed in terms of business they 
mean more sales and better profits. 


The serviceability of Myers New-Way Door Hang- 
ers emphasizes their adaptability to a wide range of 
sliding doors and the possibility of greater sales. Cata- 
log and prices on request. 


» MYERS NEW-WAY GIANT 
BULAR GIRDER TRACK 





MYERS TRACK COVER 


ASHLAND, OHIO. 


Manufacturers for over Fifty Years of MYERS HONOR-BILT PUMPS for Every Purpose. 
UNLOADING TOOLS - BARN, FACTORY and 


RAGE DOOR HANGERS: STORE LADDERS. Etc 





Take fourHat=; 
o The 
MYERS h. 
HANGERS 
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A light, four-blade mower for the 
man who cuts his grass only once ina 
week or ten days. Moderately priced. 


these 3 


make a 





There is no such thing as an all-around 
mower, because no one style of mower can 
meet all conditions of turf, nor all mowing 
habits of users. 

But the three styles of Genuine Philadelphias 


shown here are sufficiently varied in 
type so that one or another of the three 


Philadelphia 


lawn Mowers 








A five-blade mower for the man with a 
Re fairly large, well-kept lawn that is cut at 
least once a week. 





tional) for the finest lawns in the better resi- 


A mower with four blades or five blades (op- 
A dential sections, which are mowed frequently. 


will meet any hand-mower requirement. 


Furthermore, they represent a range of prices 
to meet the customer’s circumstances; the 
lowest-priced of the three is, appropriately, 
for the man with a small place; the medium- 
priced for a medium class of homes; and the 
highest-priced for the finest residences. 





Philadelphia Lawn Mower Co., Inc. 
4250 Wissahickon Ave., Philadelphia, Pa, 


Please send Catalog No. 31 to 


i ANAL ER a a I I 


PHILADELPHIA LAWN MOWER CO., Inc. Address... 


4250 Wissahickon Ave. 
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Philadelphia, Pa. 
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GA CHAIN LINK 
OALAWN FENCE 


















Here’s the NEW STYLE Lawn Fence — Cyclone “45” 
Chain Link. The very lawn fence your customers have 
been waiting for. At last a lawn fénce fabric you don’t 
have to cut — just slip out a wire. Slip it back to splice — 
no bother, no waste. It’s better looking too — on wood or 
steel posts. Regular Cyclone quality —copper-steel, heavily 
They look for the galvanized. Feature Cyclone “45” for bigger sales. Order 


“Red Tag”— from your jobber. If he cannot supply you write direct to us. 
the mark of quality. 


Cyclone “Red Tag” Lawn Fence 
The kind leading hardware deal- 
ers have sold for years. Known 





Cyclone “Red Tag” Wire Screen tage tt _ 
Cloth 538 Cyclone Catch-All basket 


Hi The saferubbish burner. An 
aiiit 


























Highest lity. Lies fl 
form weave. Galvanize d, paint- all-year seller to homes, 
to home owners everywhere. d black, per or b schools, stores, etc. 





CYCLONE FENCE COMPANY, General Offices: Waukegan, Ill. 
Branch Offices in all Principal Cities 
Pacific Coast Division: Standard Fence Company, Oakland, Calif. 





©C.F.Co.,1931 


SUBSIDIARY OF UNITED STATES STEEL CORPORATION 
AMERICAN Brince Company s—ss—s=siséi(‘#é#GSORPRRINGCIPPAL, SUBSIDIARY -Waegy \ MANUFACTURING COMPANIES Om Wet SuppLy ComPANY 
AMERICAN SHEET AND Tin PLATE COMPANY Co tumsia STEEL COMPANY Ittinots Stee, COMPANY Tae Lorain Stes. ComPANY 
AMERICAN STEEL AND WirE COMPANY Cycione Fence COMPANY MINNESOTA STEEL COMPANY TENNESSEE COAL, IRON & RAILROAD Co. 
CARNEGIE STEEL COMPANY FEeperat Suips’LpG. & Dry Dock ComPpANY NATIONAL TuBE COMPANY UNIveRSAL ATLAS CEMENT COMPANY 
Pacific Coast Distributors—Colambia Stee! Company, Russ Bidg., San Francisco, Calif. Export Distributors—United States Stee! Products Company, 30 Church St., New York, N. ¥. 
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Spruce Ladders” 


.. after year RICH Ladders have 


been increasing in  popularity—BE- 
CAUSE—each and every RICH Ladder 
stands for Extra Value and High Quality— 
insuring utmost safety to its users. 


“There’s money in the RICH line”—worth 
while profits on worth while merchandise. 
Complete assortment—‘“‘a ladder for every 
purpose.” Write for catalogue and prices. 


Rich Ladders Approved 
by Good Housekeeping Institute 


every 


approved construction, 
for contractors, paper 
hangers, decorators, 
factory, shop and 
household. 


“Get RICH 
Quick”’ 
for Ladders 


APRIL 16, 1931 


TRADE MARK 


The Rich Pump & Ladder Company 


CINCINNATI, OHIO 








LADDERS OF CLEAR SPRUCE 
“‘The Fastest Selling Line of 





















































No. 1740 





The GRIFFIN Perfection 
Screen Door Set 


HIS popular GRIFFIN Screen Door Set is a step forward in 
| eae quality and convenience, which will instantly 
impress your customers. >It offers greater efficiency in oper- 
ation and may be applied flush with no mortising necessary. 
> Instantly adaptable to right or left hand doors; interchange- 
able for screen and storm doors; and retails at a popular price. 
Write for descriptive folder at once and have 


this splendid GRIFFIN Perfection Screen Door Set 


on display ready for the screen door season. || 


Ue 








I~ 




















ERIE. PENNSYLVANIA 
“ Branch Offices 
“exes. Pe 


San Francisco, 703 Market St. 
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CHRIS-CRAFTmanship 


Buttpinc a speed boat 
which combines strength 
with beauty and flexibility 
was the job that has made 
CHRIS-CRAFT an 
outstanding name on the 
waters of the world. 


In each Chris-Craft hull crafts- 
manship makes strength the 
backbone and performance the 
result, and in each Chris- 
Craft hull are hundreds of 
American Screws, selected 
because they are easy to drive 
and never let go. 


American Screws displayed in 
your store will make extra 
friends and extra sales 


STOVE 
BOLTS 


woOoD TIRE 
SCREWS BOLTS 
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MACHINE 
SCREWS 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT, 225 WEST RANDOLPH ST..ChHiCAGO, ML. 


Put lt Together With Screws 








aie 
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The Only 
Leather 
Grip 


Estwing Tools 


where every cus- 






tomer can 


SEE, HANDLE 
and BUY them. 


The ONLY Axe 


with Steel 


and 


LEATHER 
handle 


Can’t 


break, 














—_ © 







loosen 





or splinter 


in any weather 






‘or use 
Both in 


leather belt 
sheaths * 









Knife, 5-inch Blade..... 2.2! 


» ESTWING MFG. CO. 
Rockford, 
Illinois 


SOLD THRU 
WHOLESALERS 


11 











FOR THE QUICK AND QUIET CLOSING 
OF SCREEN AND OTHER LIGHT DOORS 





THE Sargent No. 520 Door 
Closer is the perfect installa- 
tion for light-weight doors of 
many kinds—screen doors, 
storm doors, lavatory, closet, 
back stairs—any light door 
that must be kept closed, and 


closed surely and silently. 


No. 520, Dark Bronzed finish, 
with all working parts en- 
closed, operates with the cer- 
tainty and precision of the 
larger Sargent Door Closers 
so frequently seen on the 
heavier doors of stores, schools 


and modern office buildings. 


Here is a dependable door 
closer to sell—especially at 
this time of the year. It is a 
Sargent product, of the well- 
known Sargent high quality. 
Sargent & Co., New Haven, 
Conn.; New York; Chicago. 
Belleville-Sargent & Co., Ltd., 
Belleville, Ontario, Canada. 


12 











SARGENT 


LOCKS AND HARDWARE 


HARDWARE AGE 














UNION Hardware Fishing Tackle 
— Holds Trade 

















creer tea i Our new line of Casting, Telescopic, Fly, Muscallonge 
No. 168B Fly Rod and Trunk types of Steel Rods is the kind that holds 

PO ane trade. In the Split Bamboo Rods you will find a wide 

ee a oe selection, including some exceptionally fine Surf and 

oy; me Salt Water Rods which have scored a big hit wherever 





displayed. 


In reels we are offering some splendid values in popular 
priced, single action, double and quadruple multiplying 
types for fresh water fishing. Dealers are enthusiastic 
over our 193] line. Good profit. 


Your jobber will supply you. Send 
for catalog No. 13. It describes our 
complete line. 





No. 150 Fly Reel 


A high grade Trout reel, single action 
with click, light weight frame and 
sposl, strongly made. 2 sizes; 60 and 
80 yard capacity. Nickel plated or 
Gun Metal finish. Packed one in box 





HARDWARE COMPANY 


Reg. U. S. Pat. Off. 





No. 7500 Reel 


A new level winding reel with oval- Established 1854 Incorporated 1864 

— Te = ea Mag | 

earings on both ends of spool. Balance 

double. handle. ‘This peal fa strlety tn TORRINGTON, CONN. 

vidual in design. apacity 80 yards. 

Packed one in box. New York Office 151 Chambers St. 
13 
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Ice Srenhues ore 





| ET Nature Take Her Course’”’ 
may be excellent advice in some cases 
but more often it’s better to get out 
and do something about it. 


Suppose you lived in Abo. Now you don’t 
know where Abo is (we didn’t either until we 
looked it up) so we’ll tell you. It’s way up there 
in Finland where winters are winters and are 
spelled with a capital W. If you lived in Abo, 
then, and wanted to do a little trading in salt 
fish and what-not you’d find it didn’t help 
matters to have the home harbor blocked with 
ice a good nine months of the year. 


So what would you and the other good Aboite 
fish-traders do about it? Would you sit and 
wait for Mother Nature to thaw you out about 
July first or would you send out an S. O. S. for 
a powerful Ice Breaker to start things moving 
Right Now? 


Probably you'd call for the Ice Breaker in good 
lusty Finnish (or whatever it is they talk in 
Abo) and the city fathers would promptly put 
one on the job. 


It’s the same way in our Hardware Business. 


There’s a great mass of “frozen” buying power 
blocking up the harbor of old Port Prosperity 
—and that goes for your “home port’ too. 


What are you going to do about it? Wait for the 
eventual “thaw” that is bound to come—or 
CALL FOR THE ICE BREAKERS—NOW? 


Probably the most efficient ‘‘Ice- 
Breakers” are those opportunities for 
getting more business constantly 
being presented to the retail hard- 
ware merchant by the country’s lead- 
ing jobbers. 


If you are located on ‘‘Worthington”’ 
Territory, for instance, you can 
speed up buying by putting on one 
of our Spring Sales, by distribut- 
ing ‘“‘Home Garden Needs”? to your 
list of prospects, or by pushing the 
**Worthington Specials’? which we are 
constantly bringing out to enable 
our dealers to compete successfully 
under present day conditions. 


THE GEO. WORTHINGTON CO. 


1829 
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CLEVELAND, OHIO 


1931 
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FIELDS 
ARE GREEN 
AGAIN 


h * PRING again has come 
to the Missouri Valley, unmindful of 
the echoes of depressions, untroubled 
by worry, undisturbed by human 
uncertainties. 

Spring brings growing things to the 
Valley every twelve months — new 
growth and new wealth, a fresh start 
for crops and men and hopes. 


For hundreds of miles in every 
direction from Kansas City the fertile 
soil again is creating and producing 
as if nothing else mattered—a con- 
tagious spirit that is good for the 21 
millions of us who live within a 
stone’s throw of orchards and grain 
fields and pastures. 


It is the annual start toward an- 
other 3-billion-dollar harvest. 


Kansas City offers many advantages 
to the manufacturer, not the least of 
which is close; wholesome contact 
with this vast producing and consum- 
ing market. 


























INDUSTRIAL COMMITTEE OF THE CHAMBER OF COMMERCE OF 


Industrial Committee, Chamber of Commerce, 
Kansas City, Mo.: 
Please send me the Book of Kansas City Facts. I am 
interested in the 
= ____ industry. 
7M a anor 
Wi fee ee eee ee ee rere ar 


Ee ee ee ee ee Se ee 














Ci : ——— 
{I saw your advertisement in Hardware Age} 
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X 
astoplook-and- 
buy ali splay 

that pulls in the dimes! 


Just as Savabrush puts new life into 
old brushes, so this full-color Sava- 
brush display will put new life into 
your top-o’-counter sales. Ten cents 
is no money at all to Mr. Handy Man 
when it will do the life-saving trick 
for two (or more) paint brushes. 


Remember, too, that Savabrush is 
now being nationally advertised. 
That means a lot of folks who never 
heard of Savabrush will head for 
your store...with a round little dime 
all ready to roll into your “register”. 





Be prepared! Keep this Savabrush & \ 
display smack on your counter 
where they’re sure to see it! Schalk 
Chemical Co., 357 East Second St., 


Los Angeles. Eastern Branch: 3932 
South Lincoln St., Chicago. 


HARDWARE AGE 




































ORIGINATORS of BRONZE 


QUALITY PRODUCTS 
POWDERS in GLASS TUBES 


Beware of Imitations 









Sheffield takes real pleasure in now introducing another new fast-moving, big 
profit item in a complete range of sizes—and for the first time in history 


a 10c. size consisting of full 1/4-lb. in 


Pulverized CRACK FILLER frzice 


Absolutely non-shrinkable! A typical Sheffield bigger-value-for-less- 
money for your customers; and for yourself a big, generous 


50% Profit on Your Investment! 


FREE! Send your own and your jobber’s 
name and address for FREE 
package, and our latest 
catalog. 











10c Size 25c Size Beautiful Sheffield action- 
1 (1-Ib.) stirring colorful display 
material supplied 






FREE! 












(2/3 Actual Size) 


WATERPROOF! | | 


Here Is the Fastest 
Selling Patching 
Wood in America! 


tb. 2DC Seller 


Bigger profits, quicker 
turnover. Also in tubes 
and 1-lb. cans. 


Slightly higher west of 
the a and south 
of Tennessee 


10C Tubes of 


PURE OIL 
| COLORS 


[oe gga. . its own color. ** Ground in Pure 
reen lacquered’ metal i il?’ 
Poon display oahaant (16”x11 %" Linseed Oil 
x4”) with individual compart- 
ments—also beautiful Color Card 
given FREE with 


Dealer’s Complete Assortment 


162° 


a The new “Slide-Off” 









FREE 
DISPLAY 







Note the Sheffield Handy Spreader 
fitted in top of each can. 
An exclusive Sheffield 
feature! 


Colorful Display and Stock 
Miniature Breakfast Nook Bench 









oe 
a BRONZE |i TRANSFER SETS 
, (No varnish or adhesive necessary) 
€ POWDERS Very popular because of their 
cs beauty. <n gene of ad Ap bang 
the minute you start dis- ply Dip in Water, an P 
€ playing this attractively All waterproof oils. D hic 
lacquered metal revolving complete set. acum ” ele 
i Counter Display, contain- Green lacquered miniature 
@ ing the most popular sell- Breakfast Nook Bench with 33 
ey colors, in. LARGE samples of loose-leaf sets 
‘y Geass TUBES Also re ed to bench back—given 
Bronzing Liquid and Ba- E with 
ena Liguté, in popular poor Complete Assortment 


riced bottlés. Display 


pon Ass’t. $4 2:50 Ag ET 
14 
9: _ | 50% Profit | 


REMEMBE If it’s a Sheffield Quality Product, it — quicker 
. you make more on it . . . and it repeats. 
a sag A Sitesteatpgt and conth of Order hom your jobber. Jobbers, write for discounts. 











THE SHEFFIELD BRONZE POWDER and STENCIL CO. 
5817 Kinsman Road, Sheffield Bidg., Cleveland, Ohio Canadian Factory: 426 Queen St., E., Toronto 
Special Pacific Coast Representatives and Distributors: 

Jos. Thieben PANAMA LAMP & COMMERCIAL CO., 815 Howard St., San Francisco 
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It’s as Easy to Sell a 
BETTER Brush 





if you explain 
its true economy 
in results! 


i painting as in everything else, you can’t get some- 
thing for nothing. Your customer forgets this ancient 
truth when he asks you for cheap paint or a cheap 
brush. He just hopes he can do a first-rate job with 
third-rate tools. 


What about the value of the surface to be painted? 
Surely if it is worth painting at all it is worth painting 
well, and every good painter knows that to do a good 
painting job a quality brush is just as important as 
quality paint. 

In brushes, “Rubberset” and “Quality” are synonymous 
terms. Your customers all know the famous Rubberset 
name. They know that it means 43 years of specializa- 
tion in quality brush manufacture . . . means bristles 
everlastingly gripped in hard rubber . . . means if the 


brush doesn’t make good, RUBBERSET will. 


RUBBERSET brushes take care of every painting and 
varnishing need ... and of your need for a fair profit. 





How the Better Brush Proves Its Worth— 


It makes any paint or 6 It produces a more 
varnish job look bet- uniform paint film and 
ter, even when done by more uniform color. 


an amateur. 7 It reduces the chances 





STANDARD 
For 75 Years 


bw EA Ay | 
LADDERS 


are not ordinary lad- 
ders. They are un- 
usually well designed 
to place the strength 
where the stresses 
and strains come and 
for easy handling. 





They give rigid, supe- 
rior service, and pro- 
vide additional safety. 
Their longer life 
makes them cheaper. 


Extension Ladders 
Straight Ladders 
Step Ladders 
Orchard Ladders 
Window Cleaner’s 
Ladders 
Trestles 
Extension Trestles 
Extension Planks 
Toothpick Stages 
Swing Stage 
Platforms 


It makes painting 
easier. 


It saves both paint and 
time. 


It produces a more ad- 
hesive, durable coat. 


It won’t shed its 
bristles. 


a - WS N 


of spattering and 
streaking. 
8 It makes sharper edges 
- and cleaner over-laps. 
Q It lasts longer than sev- 
eral cheap brushes. 
10) It’s easier to clean and 
keep in good workable 
condition. , 


Scaffolding . 
Interior 
Scaffolding 
Adjustable Jacks 
Safety Platform 
Step Ladders 





Better RESULTS justify the better BRUSH 


RUBBERSET 


Trade Mark 


PAINT AND VARNISH BRUSHES 
“The World’s Standard” 


RUBBERSET COMPANY, NEWARK, N. J 
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Etc. 





SAFE STURDY RELIABLE 


Write for illustrated catalogue and prices 


The JOHN S. TILLEY LADDER CO. 


Watervliet, New York 
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Another 
New 
Display 





















to help { 

independent § 

dealers 
sell 


“Tt ts wonderful what one coat will do” 
EASY TO APPLY...DRIES HARD IN 4 HOURS 


It measures 24” wide x 34” high. Lithographed in 9 colors. 
The giant can is part of the display itself and is attrac- 


S APOLIN tively reproduced in actual colors. 


The thousands of Independent Dealers selling Sapolin 


SP EED Speed Enamel will get this display with next shipment; 


in time to stimulate Spring sales. 
ENAMEL | 

















Dealers everywhere can make more money selling Sapolin 





Speed Enamel. Write for our Plan—“Bigger profits through 

quicker turnover.” 1 am “Speedy” 
the new Home 

SAPOLIN CO., INC., 229 East 42nd Street, New York Decorator! ... 
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T’S not so much what you read that counts, as what 
you read it for. 

Reading to pass the time away is one thing—reading 
to get ideas for improving your business is another. 

Men completely satisfied with what they have—in- 
sensible to progress—oblivious to change—these read 
(when they read) for entertainment only. 

But men whose minds are open to better methods, 
men whose minds are eager for news of new plans and 
new practices—these are the men who read the pages 
of their business papers. 

In any industry .. . trade .. . profession, these are 
the men who count. And just as they are attracted to 
a publication by the practical, helpful character of its 
editorial content, so, in the same open-minded mood, 
they read its advertising pages. 


dl) 


Tuts SymBot identifies an ABP paper .. . It 
stands for honest known, paid circulation; 
straightforward business methods, and edi- 
torial standards that insure reader interest... 
These are the factors that make a valuable 
advertising medium. 





Padlocked Minds 


have no use fora 
Business Paper... 


HARDWARE AGE IS A MEMBER OF 


THE ASSOCIATED BUSINESS PAPERS, INC. 
TWO-NINETY-FIVE MADISON AVENUE-NEW YORK CITY 
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In selling paint 


as in playing games 


TEAMWORK WIN 


Let du Pont team up with 
you as it did with C. W. 
Steele, hardware 
chant, Delmar Boulevard, 


mer- 


St. Louis, Missouri 


Twelve stock turnovers a year 
and bigger profits than on any 
other paint line ever handled 
—these are the results of hand- 
ling the complete du Pont line 
and of cooperating with du 
Pont sales plans. But let Mr. 
Steele tell you exactly what he 
told us over his own signature. 


‘* TN 1926 we put in a complete 

stock of du Pont paints, var- 
nishes, enamels, and Duco and since 
that time our paint sales have shown 
a substantial increase each season. 


“A large part of this increase we 
attribute to the splendid cooperation 
given us by the du Pont Company, 
their distributor and representatives. 
Sales resistance on this line is less 
than on any other in our store. Ad- 
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vertising, together with the numer- 
ous merchandising plans furnished 
us sells the first can, and the quality 
of the products gives us the repeat 
business. The du Pont line has not 
only brought many new customers to 
our store, but greatly stimulated 
sales in other lines. 


“Our profits on the du Pont line 
are greater than on any other paint 
line we ever handled, as the quick, 
efficient service rendered permits a 
smaller investment with bigger turn- 
over. We are getting twelve turns 
a year on our du Pont line with 


never a dissatisfied customer.” 


REG. U.S. PAT. OFF. 


ENAMELS . 





No player in a game of lacrosse depends 

on his own efforts entirely to score points 

for his team. His team wins games 
when he cooperates with his mates. 





Many other merchants have 
fqund that it pays to cooperate 
with du Pont retail sales helps 
and plans. A du Pont repre- 
sentative is always glad to dis- 
cuss ways and means of increas- 
ing sales, to suggest proved 
merchandising plans and to 
work with you in putting them, 
into operation; while du Pont 
window displays and _ trims, 
counter displays and _ store 
posters are available for your 
use. E. I. du Pont de Nemours 
& Co., Inc., Dept B4, 1616 
Walnut St., Philadelphia, Pa. 


DUCO 


21 








“from bicycle rims to bridges’ 


9 


Dixon’s Bright Aluminum Paint spans the multi- 


tude of uses in between— 


—tresists heat on smokestacks, radiators and auto- 


mobile motors. 


—not affected by fumes of gas tanks. 


—immune to the action of ice, rain, snow, salt air 
or water on bridges, tank cars, factory buildings 


and equipment. 


Dixon's Bright Aluminum Paint is a dealer specialty that the 
consumer, household or industrial, needs for high grade work. 
The small standard case includes eight quarts, sixteen pints 


and thirty-two half pints, six gallons in all. 


Packed also in gallons, five, ten, twenty-five and fifty gallon 


steel containers. 


We recommend the purchase of the small standard case as a 


good experiment. 


Write for Dealer Prices No. 40 BA 
PAINT SALES DIVISION 


JOSEPH DIXON CRUCIBLE COMPANY 


JERSEY CITY XO 


‘Taaoe 


Established 1827 


NEW JERSEY 
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More for Their Money! 


S far as Paint and Varnish 
A Brushes are concerned, you 

can give more for the money 
without sacrifice of profit. 


Excelsior Paint and Varnish 
Brushes, because of our modern 
manufacturing methods, are low 
priced yet have that high quality 
you expect from expensive makes. 
Their bristles are the finest im- 
ported from China, free from dirt, 
set in vuleanized rubber. 


Offer your customers exceptional 
value by carrying Excelsior Paint 
and Varnish Brushes. 





TRADE 
XN ey _z PAINT and 
SP XCELSIONN Sate 


Made by Edward E. Robinson 
347 West Broadway, New York, N. Y. 


ASK YOUR JOBBER FOR PRICES 

















When you 
mention 


homes that need 


repairs to 
wall-plaster, 
you are talking 
in terms of 
millions! 

For this 
unlimited 
market, there is 
a fast-moving 
plaster in 21%, 
5, 8 and 15-lb. 
cartons— 
Pecora Perfect 
Patching Plaster. 


Write us 
for a generous 
offer. 


Pecora Paint Co. 


4th St. and Glenwood Ave., Philadelphia, Pa. 
Established 1862, by Smith Bowen 
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ake a tip 


from the WINDOW CLEANER 
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He looks at glass... 


as well as through it! 


Pennvernon Window Glass has a 
clearness of visibility that ap- 
proaches the perfection of plate 
glass... But there’s more to the 
story of Pennvernon than that. 
Take a sheet of it in your hands 
—glance along its surface as a 


window cleaner does. You’ll find 


. a remarkable flatness, a new bril- 


liance of finish, a new quality that 
you never expected to find in 
window glass. And both sides are 
the same—noticeably free from the 
old waves, curves, surface burns 
and other defects. 

You’ll hardly believe us, after 
making this test, when we tell you 
that Pennvernon costs no more 
than ordinary window glass. But 
it’s true. 

Pennvernon is obtainable at the 
warehouses of the Pittsburgh Plate 
Glass Company in every leading 
city. Let us send you our Penn- 
vernon Booklet which contains the 
absorbing story of how this bright- 
er, flatter glass is made. Address 
Pittsburgh Plate Glass Company, 
Grant Building, Pittsburgh, Pa. 





Pennuernon 


flat drawn 


WINDOW GLASS 
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Man, woman and child in hamlets, 
towns and cities; that’s why there is 
always a steady, substantial sale for 


wheelbarrows. 


And that’s especially true when they 
are the exceptionally sturdy, compact 


and reliable barrows that we make. 


And equally important, too, is the 
fact that 1931 prices make them’ 
even more attractive. Be sure you 


have an entirely adequate stock. 


General Wheelbarrow Company 
Makers of Speedbarrows and Concrete Carts, Road 
Crader Blades, Scrapers, Steel Mortar Boxes, Sala. 
manders, Coal Chutes, Agricultural Implements, 

Plow Shapes 


3140 East 65th Street, Cleveland, Ohio 
A fated © 


GENERAL WHEELBARROW COMPANY 
THE EMPIRE PLOW COMPANY 
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The Wheelbarrow with Orange Hai:dles 
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SALES OFFICES 





RINGCO BRAND 


CHROMIUM FINISH BATH ROOM FIXTURES 





‘No. ie 
Many dealers are increasing sales by offering Enduring Chromium 


Plated Bath Room Fixtures (all made from solid brass). 
Write for copy of Chromium Folder “XA” which illustrates our 


entire Chromium Finish line. 


MADE BY 


AMERICAN RING COMPANY 
WATERBURY, CONN. 


WE MAKE ALSO 
EYELETS—GROMMETS 


cs NORRIE ORION CIEL 170 Summer St. FERRULES—BRASS CASTINGS 
PET. WB Se ie Sa She aren oe 2 Hudson St. UPHOLSTERER’S NAILS 
65.55 0515S aed o Sow. Rls 29 E. Madison St. FURNITURE HARDWARE 
SAN FRANCISCO........ 116 New Montgomery St SPECIAL BRASS GOODS TO ORDER 
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Customer 


A SALESMAN’S first job 
is to make customers. 

Size up every person you 
meet. Try to find out who 
he or she is—get the name 
when possible. Get it in 
your notebook. 

Whenever someone comes 
into your store and makes a 
purchase or “looks around” 
and leaves without being 
made into a regular custom- 
er—your store loses some- 
thing. 

The way to build sales and 
profits is to build customers. 
Your value as a salesman 
depends on your customers 
and what you know about 
them. 

Take time to talk to peo- 
ple. Attract their attention 
to your store and your stock 
and what it means to them. 

Every customer is inter- 
ested in the value of quality 
in service. 















Size up customers. You 
will find carpenters, me- 
chanics, farmers, home own- 
ers—can be interested and 
made into steady customers 
if you tell them about 
ATKINS Saws and Tools— 
about “Silver Steel” and 
“taper grinding” and the in- 
teresting points you have 
learned on sawing and filing 
and metal cutting. 


Make friends—and make 
friends customers—and you 
will make more sales and 
money. 


2 





Putting the U. 


§. A. to Work 


Cc ONTINUING his series of helpful hints to hardware merchants, next week, 
Sam Sayles asks: “How about the mail man? Is he helping you toward greater 
sales?” Don’t miss this talk. It applies to your business as well as others. 


Would you like to receive the complete series of Sam Sayles talks? Send us 
your name and business connection and we will put you on our FREE mailing 
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list. Of course, there is no obligation. 











No. 53 
Ship Pattern 


Tis saw appeals to high- 


class mechanics for general 
carpentry work and is the most 
popular saw on the market to- 
day. The blade is of genuine 
SILVER STEEL, taper ground. 
It is given the Atkins Exclu- 
sive Damaskeen Finish. It has 
a skew back and is fitted with 
the ATKINS PERFECTION 
HANDLE, made of applewood, 
embossed and polished. Atkins 
Perfection Handle prevents 
wrist strain. Made in both 
regular and ship patterns. 


No. 53 comes in 18, 20, 22, 
24 and 26 inch lengths. 


To you and your customers 
the Atkins name means qual- 
ity and is backed by Atkins’ 
reputation as manufacturers 
of quality saws. Do not hesi- 
tate to show Atkins SILVER 
STEEL Saws. 


There is a best in everything 
and in Saws—it’s ATKINS. 


How about asking for your 
copy of “The Atkins Saw 
Book?” Thousands of good 
customers are paying 10c. a 
copy for it. We will send you 
one FREE. 
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DA WARREN 


Profit for Retailers Lies in Increasing 
the Size of the Sales Unit. 

















Ready for Business 


ROFIT is the most important word in 
Ghote business. How to make 
the most profit on each item you sell is 
often a problem. It's no problem to make 
real profits selling Osborn Brushes. Every 
Osborn Brush is quality-built to do its 


THE OSBORN MANUFACTURING LOMPANY 
5401 HAMILTON AVENUE - CLEVELAND, OHIO 


SALES BRANCHES: 
New York + Detroit - Chicago - San Francisco - 


\ 






No. 444 Osborn 
Flat Varnish 
Brush. Black 
China Bristle, 
vulcanized in 
rubber. Seven 
sizes from 1" to 
4" wide. 


No. 450 Osborn 
Oval Sash Tool, 
Black China 
Bristle, vulcan- 
ized in rubber. 
Twelve sizes 
from %" to 144" 
wide. 
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Los Angeles 


job right. This means no “come-backs”. 
Your profits are secure. And every pos- 
sible requirement for a brush can be 
supplied in the complete Osborn line. 
Make the most of your brush business 
—sell Osborn Brushes. 





























No. 401 Osborn 
Flat Varnish 
Brush. Triple 
thick Black 
China Bristle, 
vulcanized in 
rubber.Five sizes 
from1“to3"wide. 





No. 582 Lacquer 
Brush. Fitch 
Hair vulcanized 
in rubber. Five 
sizes from 1" to 
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SELL 


Eighth of a Series of 
Short Articles for the 
Man on the Sales Floor 


E recently listened 
to a retail salesman 
as he struggled 
through a parrot-like 
sales talk on gas ranges. He talked 
chromium plate, enamel, special 
steel, burners, etc., while a woman 
stood first on one foot and then 
on the other, fidgeted and looked 
bored. At the first opportunity 
she said: “Not today, thank you,” 
and beat it out of the front door. 

The truth of the matter was that 
she had not been sold on the idea 
of owning a gas range. The sales- 
man had been trying to sell her a 
specific type of range, before she 
had even been convinced that she 
should have a gas range at all. 
She had not been given the vision 
of leisure; of a cool, clean kitchen; 
of a beautiful piece of furniture 
capable of cooking her meals with 
speed and efficiency, while saving 
her body from extreme kitchen 
heat. Ideas must always be sold 
before the merchandise. 

Let us presume you are talking 
to a washing machine prospect. 
It is not good salesmanship to 
plunge immediately into a talk on 
the material from which the ma- 
chine is made, and its method of 
operation. The first thing to im- 
press upon her is the ease and 
comfort of washing by machine; 
the economy of operation; the sav- 
ing of clothes; the cleanliness of 
the process and the conservation 
of health involved. Sell her first 
on convenience, economy, health, 
beauty and better service—then 
sell her on the specific washer, 
but sell the vision first. 

Do not bring up any subject 
that will even suggest that there 
is anything complicated in the ma- 
chine. Instead show ease of oper- 
ation, freedom from hard labor, 
worry or care. Finally when you 
have created in her a desire to 
own a washing machine because 
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The Idea FIRST 





of its superiority over other meth- 
ods, its economy, its safety and 
its general utility, you can start 
selling your particular washer. 
Then and then only is it in order 
to amplify on construction, mate~ 
rial, method of use, etc., of the 
washer you have for sale. 

If you are showing a percolator, 
don’t talk the mechanical features 
of it until you have thoroughly 
sold the customer on the superior- 
ity of a percolator over other 
coffee-making utensils. Sell her 
on the increased flavor of perco- 
lated coffee; the richness of color; 
the convenience in making; the 
economy involved, and the beauty 
of the percolator. Sell her a vi- 
sion of what a percolator can do 
for her, then go into detail as to 
how it is made and how it oper- 
ates. Show how your percolator 
will provide the service she ap- 
preciates and needs—but sell the 
vision first. 


The automobile salesman who 
attempted to sell only steel, iron, 
running boards, radiators, wind- 
shields, bodies, steering wheels, 
etc., would not last a week with a 
progressive automobile company. 
The piano salesman who tried 
only to sell finishes, strings, keys 
and sounding boards, would not 
earn his salt. A real automobile 
salesman sells comfort, pride of 
ownership, fresh air, beautiful 
drives, scenery and health. A real 
piano salesman sells music, edu- 
cation for the children, beauty and 
pride. 

Does hardware differ funda- 
mentally from autos, or pianos, or 
washing machines? It does not. 
There is a vision which can be 
created regarding anything from 
tools to builders’ hardware; from 
cutlery to housefurnishings. Hu- 
man nature is much the same the 
world over, and sentiment opens 
more pocket books than logic. 


Next Week: How to Build Regular Customers 
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Women 


Help Seitz Buila 


Store Traffie 


By TRUMAN MILLS 


OW to build up a large following of women 


customers is one of the main concerns of 

the hardware store of today, believes Joe 

H. Seitz of the Seitz-Breidenbach Co., operating 

four stores in Dayton, Ohio. These stores focus 

their efforts on women’s patronage and have made 

this the keystone in the merchandising methods 
used during the past few years. 

“About the only items in our stock that we con- 

sider strictly men’s merchandise are tools,” de- 
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4. Having a select group of women 





Joe H. Seitz and one of the stores 
operated by the Seitz-Breidenbach 
Co., in Dayton, Ohio 





How Seitz-Breidenbach 
Cultivate Women’s Trade 


1. By having a neat, attractive, 
clean and well lighted store, 
with stock kept clean. 


2. Offering of weekly specials 
taken out of the regular stock. 


3. Use of suggestive selling. 


in the community with whom 
the store keeps in contact by 
telephone, letter and personal 
call. 


5. Rendering little services to 
women customers, such as mak- 
ing slight repairs and adjust- 
ments on appliances, children’s 
playthings, etc. 
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clares Mr. Seitz. “Practically 
everything else will be found to 
concern the women directly or 
indirectly. If there is a lawn 
mower to be purchased, new 
yard fence to be put up, a new 
radio to be installed, or there 
are electrical fixtures to be put 
in, the woman’s voice is going 
to be heard in the matter nine 
times out of ten. No matter how 
well the husband may like the 
radio he is contemplating 
purchasing, if it’s appearance 
doesn’t make it fit into the gen- 
eral scheme of the home, the 
wife will not let him buy it, even 
though the set will bring in sta- 
tions as far away as Japan. 

“In such a situation we feel 
that it is well to have the wife on 
our side. And to attain this po- 
sition we do a variety of things 
to promote her interest in our 
stores and the services we have 
to offer in the community. 


How to Build Women’s 
Patronage 


“One of the first requisites in 
building up women patronage is 
to have a neat, attractive, clean 
and well lighted store. Merchan- 
dise should be 
out where the 
women can see it 
and handle it. 
Everything 
should be 
priced. And the 
customer should 
be given full 
freedom to shop 
around as much 
as she pleases. 
But the stock 
must be kept 
clean or she will 
not even look it 
over. Open dis- 
play is a neces- 
sity for such a 
program, and 
clerks in attend- 
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ance with the patience to answer 
the many questions that women 
are going to ask are vital. A 
man will make his purchase in a 
hurry, but the woman shopper 
wants to look over and handle a 
number of items usually, and 
she wants numerous questions 
answered. 


Methods to Draw Trade 


“We try to have something 
new coming in all the time. And 
we keep changing our displays. 
Women have come to realize 
that we keep abreast of things in 
stocking time and labor savers 
for the kitchen and home in gen- 
eral. Customers often ask the 
clerks, ‘Well, what do you have 
that is new today?’ 

“Their curiosity about our 
merchandise and our obvious in- 
terest in them, get a certain per- 
centage of women into the stores 
daily, but we use methods to 
gain their patronage that might 
come under the heading of 
‘Special Inducements.’ 

“Each week we run a special, 
and once a month we cooperate 
with other dealers of the local 
association in a special offering. 





Our own special is taken right 
out of our stock. It may be a 
garbage pail, some electrical ap- 
pliance with a nice markdown, 
or other item that appeals to the 
woman buyer. Since it is taken 
out of stock, the customer sees 
that it is a real bargain, for the 
day after the special it goes back 
to the original price. If we of- 
fer a garbage pail at a reduction 
on Saturday, we are sure to have 
a number of customers coming 
in the next week asking for it at 
this markdown. But they dis- 
cover that it has gone back to the 
original price. Taking the spe- 
cial from our regular stock also 
helps us to get slow - moving 
items off our hands. 


For Instanee 


““As an experiment we recent- 
ly purchased 10 dozen brooms at 
$3.60 a dozen. The regular sell- 
ing price would have been about 
45 cents. But we offered them 
at 29 cents, a penny under the 
lowest possible cost figure. We 
didn’t advertise the special, 
merely putting the brooms in the 
window with the price on them. 
The 10 dozen were sold out in 
two weeks, and 
numerous new 
customers were 
brought in by 
the offering. 

“Once these 
customers were 
in the store, we 
were successful 
in suggesting 
and selling 
other items to 
them. This was 
early in the 
spring when 
women were in- 
terested in house 
cleaning and re- 
furnishing. Our 
clerks, accord- 
(Continued on p. 66) 
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Glick’s fireproof 
vault for oils, turps, 
benzine, etc. 





One Third of 
Ghlick’s V olume is 


PAINT 


Morristown, 
N.J.. hardware 
store gets big 
results from 
small space. 


NE - 
twen- 
tieth of 


the main sales 
floor display 
space devoted 
to paint in the hardware store 


operated by J. Glick & Sons, 
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Morristown, N. J., produces 30 
per cent of the firm’s annual vol- 
ume. Despite the fact that a rela- 
tively small amount of space is 
devoted to paints, nearly a third 
of the store’s business comes 
from that source. The Glick firm 
is housed in a new building, es- 
pecially planned for its use, and 
equipped with the most modern 
fixtures available. The sales floor 
is 4114 ft. wide and 90 ft. long. 
Of this space, a narrow strip 85 
ft. long, against one wall, fea- 
tures paint in a very effective 
manner. 
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No store visitor can avoid ob- 
serving the paint department and 
noting its completeness. At a 
glance the passerby on the street 
or sidewalk can also view the 
paint stock. The store has inten- 
tionally planned so that paint is 
both easy to see and buy. 

Nine years ago, when the firm 
was established in Morristown, 
Mr. Glick, who had previously 
handled the same brand of paint 
in a nearby city, made it his 
choice in the new location. Be- 
ing a nationally known brand, 
having wide public acceptance, a 
fair demand existed for it from 
the start. Realizing the many 
advantages in one line of paints, 
the firm has closely adhered to 
that policy. William L. Glick 
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states that this policy has con- 
tributed more to the store’s suc- 
cess with the line than any other 
single factor. 

Larger profits have also been 
made possible through addition- 
al discounts extended by the 
manufacturer for 
sales above certain 
quotas. The same 
policy is followed 
in buying brushes. 


featured by the store. By similar 
reasoning, salesmen are able, in 
most instances, to satisfactorily 
prove to prospects that it is 25 
per cent more economical to buy 
quality paint, when serviceabil- 
ity is considered. 

The disposition to 
assist and offer ad- 
vice has been a big 
asset in making new 
customers for the 





Another important 
advantage lies in 
the cooperation of 
the manufacturer in 
advertisements used 
in the local news- 
paper. Due to the fact that the 
store patronizes one manufac- 
turer exclusively, this manufac- 
turer duplicates the store’s news- 
paper copy at its own expense. 
Thus advertising is made a fifty- 
fifty proposition. 

Both the high grade and pop- 
ular priced paints are produced 
by the same maker. It is the 
practice to push the quality line 
in every instance where possible. 
Mr. Glick declares that it has 
not been at all difficult to switch 
at least 60 per cent of the in- 
quiries received for other brands 
to the quality line. The sales 
staff has made it 
a point to famil- 
iarize itself with 
the different for- 
mulas of various 
brands of paint. 
As a consequence, 
salesmen can 
make a convinc- 
ing explanation 
of the merits of 
buying the brand 


Passersby can ob- 
serve Glick’s paint 
department 
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store and keeping 
old customers satis- 
fied. No effort is 
made to hurry paint 
customers. The 
store has found that 
the average buyer of paint likes 
to take his, or her, own good time 
about selecting colors and con- 
sidering the kind to buy. It is 
not unusual for salesmen to 
spend 30 minutes or more with 
customers, who may be buying 
paint for the first time and hard- 
ly know how to go about it. Mr. 
Glick calls attention to a transac- 
tion which was then being com- 
pleted, saying: “That man ac- 
companied by his wife and 
sister-in-law is buying paint for 
the first time and intends to 
apply it himself. The salesman 
has spent about 40 minutes in 





making the sale, but we feel that 
it was time well spent. The sale 
amounted to over $19, and the 
man will need a great deal more 
paint before the job is finished. 
One of the women was very par- 
ticular about getting the right 
shade of green for the shutters, 
so the salesman opened the can 
and dipped wooden paddles in 
several shades to enable her to 
make a choice. We believe it is 
good policy to go the limit to 
please a customer, and this has 
made many staunch friends for 
our paint department.” 

The fact that painting has 
been found to increase the sales 
value of property 16 per cent is 
often effectively emphasized. At 
the present time the store is mak- 
ing capital of the low consumer 
prices prevailing for paint. The 
point is stressed by making a 
comparison of present prices 
with those of several years ago. 
In explaining why the firm does 
not more aggressively seek the 
master painter business, Mr. 
Glick pointed out that the larger 
profits are in ready mixed goods. 
However, the business of many 
of the leading master painters in 
the locality, who are classed as 
good credit risks, has been ac- 

; tively solicited by 
the store. As a 
result, the pur- 
chases of master 
painters aid in 
rounding out an 
enviable paint 
volume. 

At timely in- 
tervals lists of 
live prospects are 
provided the 


(Concluded on page 
67) 
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EKASTER 


im a 
New York 
Hotel 


by SAUNDERS 
NORVELL 


HIS story is timely. A 
UD unter of years ago a 

young man was elected 
president of the Pere Marquette 
Railroad. The week following 
his election there was a terrible 
snowstorm and blizzard, and the 
road was tied up from one end 
to the other. Not a train was mov- 
ing. The next day a director of 
the road happened to meet the 
new president and found him 
smiling. “How can you smile 
under present conditions?” said 
the director. “Easy enough,” 
‘was the answer. “Today is one 
day nearer the Fourth of July!” 


* * * 


John W. Gates once said if he 
could be right 51 per cent of the 
time that was all he asked. My 
average is better than that. Last 
week I received two anonymous 
letters severely criticizing my ar- 
ticle on “good sportsmanship” — 
they were hot ones—and I also 
received three signed letters ex- 
pressing approval of the article. 
However, I found one of the let- 
ters of criticism very interesting. 
Some of the statements made 
were very true, but unfortunate- 
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ly my correspondent became 
personally abusive in the latter 
part of his letter. That is al- 
ways too bad in personal cor- 
respondence. If he had signed 
his name, I would have written 
him an appreciative letter for 
the true things he did say. 

When I read this letter I was 
reminded of the story told about 
Abraham Lincoln. A man called 
on him one day to ask a favor. 
Mr. Lincoln referred him to 
Secretary of War Stanton, giv- 
ing him a note to Mr. Stanton. 
The next day this man came back 
to the President and remarked: 
“Mr. Stanton turned me down.” 
“What did he say?” inquired the 
President. “I would hate to tell 
you,” replied the man. “It’s all 
right,” said the President. 
“Don’t be afraid. What did 
Stanton say?” “Well,” replied 
the man, “Stanton tore up your 
note, threw it into the waste bas- 
ket and said: ‘Go back to the 
President and tell him he is a 
damn _ fool.’” Mr. Lincoln 
looked at the man for a moment 
in silence and then remarked: 
“Well, my friend, I have found 
that Secretary Stanton is usually 
right.” 

-_ 


Wesrerpay was Easter, 
and, contrary to my _ usual 
habit and custom,. I devoted 
most of the day to listening to 
the radio. In the hotel where 

I live this winter 














there is a radio on the wall of 
every room. You just push a 
button and she is off. No rest 
for the wicked! Usually when I 
turn off the radio in my room 
some of the family start it in the 
next. But yesterday being Eas- 
ter, I just had an orgy of radio 
music. What wonderful music it 
was, too. There was an entire 
hour’s program with most of the 
leading singers of the Metropoli- 
tan. There was a great singer 
doing his best with “Rigoletto.” 
He did pretty well. Then along 
came the Toreador song from 
Carmen. You may not know it, 
but among singers this song is 
called the “Waterloo of bari- 
tones.” All the baritones try to 
sing that song, and most of them 
have a hard time of it. It is one 
of the most difficult songs in the 
world to sing. However, no bass 
sang “Rocked in the Cradle of 
the Deep” and so we were thank- 
ful. Then Madame Pons sang in 
her clear soprano. Then there 
was a Russian soprano who also 
had a beautiful voice. Sopranos 
do very well indeed over the ra- 
dio. You can hear every word. 
Contraltos, however, have a hard 
time. Their notes are more gut- 
tural and throaty, and they can’t 
seem to get the words out past 
their teeth on the radio. Then, 
of course, there were tenors, and 
they sang some of Caruso’s 
songs, and they made me feel 
sad because there never was an 
artist and singer like Caruso. 
Whenever I become disgusted 
with human nature, I put his rec- 
ords on my victrola and play a 
few of them. Nothing cheers me 
up more. I am not like the lady 
who told me that whenever she 
was blue she went out and bought 
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herself a hat. One little young 
lady I know told me that before 
Easter she saw a beautiful hat in 
a store window on Fifth Avenue. 
She went in and tried the hat on. 
It was very becoming. She asked 
the price and was told it was 
$45.00. She decided that in 
times like these this was too 
much to pay for a hat, so she 
studied the hat closely and then 
went out and bought herself the 
makings and made a duplicate 
of the hat herself for $8.00. 
Now I think that is worse than 
mail order house competition. 
Maurice Chevalier sang over 
the radio on Easter. I was inter- 
ested in his singing. He sang 
some songs in French and others 
in English. To my way of think- 
ing the most interesting thing 
about his singing was the man- 
ner in which he pronounced and 
emphasized his words. It is 
quite a knack. Probably if sales- 
men should study the emphasiz- 
ing of their words they might put 
across a better sales message. 
After talking a while Chevalier 
would say: “I will sing this song 
for you rrright now,” and he did, 
but possibly you heard him too 
and all this stuff I am writing is 


superfluous. 
+ * & 


Mir. Atwater Kent made a lit- 
tle speech in the middle of his 
hour. I was very much im- 
pressed with this speech, because 
all he did was to thank the great 
artists who were singing for him. 
Not a word about his business. 
Very tactful talk. I know of a 
great concern in New York who 
make it a rule never to ask a vis- 
iting dealer for any business. 
The idea is that they are glad to 
have these dealers visit them and 
when they call they are guests, 
and it would be bad taste to ask 
guests for business. But, of 
course, if a dealer happens to ap- 
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proach the subject of business 
himself there is no trouble what- 
ever in finding an order book. 


e$ & 


There was a good article in 
Sunday’s paper about my old 
friend, Mr. Ballard of St. Louis. 
Mr. Ballard managed to reach 
55 years of age thinking mainly 
about making money. Then one 
day he happened to see an Ori- 
ental rug in a show window in 
New York, bought this rug and 
became the greatest collector of 
rugs in the world. Recently he 
made the Metropolitan Museum 
of Art of New York a present of 
$500,000 worth of these rugs, 
and then gave the Art Museum 
in St. Louis $250,000 worth, and 
he still has a few left in his 
apartment in New York. Mr. 
Ballard is now 81 years old and 
has traveled 500,000 miles col- 
lecting rugs. He has visited 
every country in the Orient. He 
wears one of the most beautiful 
rings I have ever seen. It once 
belonged to a Cardinal. It is an 
antique amethyst with a head 
carved on the underside of the 
stone, but it is so clear that the 
carving can be distinctly seen 
through the stone. It is a won- 
derful work of art. Mr. Ballard 
could not leave this ring to a 
more appreciative heir than my- 
self. But in our last interview, 
while I admired the ring great- 
ly, nothing was said on the sub- 
ject. 

I think the best story Mr. Bal- 
lard tells about rug collecting 
was about the time he went to 
see a rug dealer, but did not find 
anything interesting. However, 
the rug dealer’s dog rubbed 
against his legs, and as he 
stooped down to pat the dog, he 
noticed it was wrapped in some- 
thing that looked like a rug. Mr. 
Ballard took a long time patting 
and fooling with the dog, and 
while he was doing this he mi- 





nutely studied the rug. He said 
nothing to the dealer about the 
rug, but asked if he could buy 
the dog. After a little bargain- 
ing he bought the dog, took it 
down the street, and after taking 
the rug away from it, gave the 
dog away. He went home, great- 
ly excited and had the rug 
cleaned and restored, and _ it 
turned out to be one of the rarest 
specimens in the world. 
+ + 

What have I been reading? 
The most interesting thing is a 
book called “Men of Art,” writ- 
ten by Thomas Craven. This is 


a pretty hefty book. First I 
read the introduction. It was 
most. surprising. Mr. Craven 


was not a bit afraid to say things 
right out in school. He calls 
Mussolini a mountebank. Then 
he makes a few remarks about 
modern Italians, and quotes the 
fact that somebody said, “It is 
a dangerous thing to give lib- 
erty to a race of people who pre- 
fer to be slaves.” “Well, well,” 
I said to myself, “this book looks 
promising. The author is not 
afraid to express himself.” So 
I turned to the life of Michel- 
angelo. I never before realized 
how Michelangelo worked. 
Probably he stands out as the 
greatest illustration of CONCEN- 
TRATION upon his work of any 
man in the world. His father 
was of the shabby-genteel class. 
Michael was born when his 
mother was nineteen. In order 
to go with her husband to Flor- 
ence, she turned Michael over to 
the wife of a quarryman to serve 
as his wetnurse. So from in- 
fancy he grew up among work- 
men in a marble quarry. His 
earliest recollections were of 
chisels and mallets, and his first 
playthings were a chisel and a 
mallet. As a child he was soon 
carving figures out of the broken 
pieces of marble that he was 
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able to pick up. He was noticed 
by Lorenzo the Magnificent of 
Florence, who sent him to 
school, gave him a pension and 
told him to develop his talent. 
How Michelangelo worked! 

Michelangelo never married, 
and there are no stories 
about any of his sweethearts. I 
don’t suppose-he ever had time 
for the gentle passion. He didn’t 
take time to shave. He wore an 
unkempt beard and long hair. 
He didn’t even take time to 
change his clothes. His only 
reading was the Bible and Dante. 
He was a man of very bad dispo- 
sition. He was nervous and irri- 
table and very quarrelsome. He 
had a fight with one of his fel- 
low students, and his nose was 
broken and disfigured for life. 
He quarreled with the Popes. 
All of his life he was practical- 
ly the slave of one Pope after 
another. He outlived six Popes 
and died at 90 years of age. His 
work must have been profitable 
because he left seven estates 
around Florence and $100,000 
in cash. Of course that sum then 
was much greater than the same 
amount now. 

He was not only a sculptor but 


also a painter, but he considered 
himself a sculptor only. When 
the Pope wished him to paint 
pictures on the walls and ceil- 
ing of the Sistine Chapel, he did 
his best to get out of the job by 
telling the Pope that was a task 
for Raphael, as painting was not 
his art. However, he could not 
get out of it. He first painted the 
“Resurrection” and seven years 
afterward the “Last Judgment.” 
Not liking one of the Bishops in 
the Vatican he painted his pic- 
ture in Hell. The Bishop com- 
plained to the Pope, and the 
Pope’s answer was that if he had 
painted him in Purgatory he 
might have been able to get him 
out, but Hell was outside his 
jurisdiction. So the picture of 
this Bishop remains in Hell on 
the walls of the Sistine Chapel to 
this day. 

Poor Michelangelo! We hear 
of his fame, but very few of 
us realize how hard he worked. 
Very few of us are willing to pay 
the price of success. Easter night 
at my hotel I noticed the English 
author and essayist Chesterton 
eating at a table all alone. He is 
world - famous, yet on Easter 
night, far away from home, he 
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Package Your Own 


was eating all alone. He had 
just an omelet, then Welsh rare- 
bit, and last of all he drank a 
cup of tea. I was tempted to 
speak to him, but I changed my 


mind. Then another English 
writer of international fame, 
John Galsworthy, is also stop- 
ping at our hotel. He walks 
around the hotel office, glancing 
over his mail just like any trav- 
eling salesman. 

As I stepped into the elevator 
last wéek I almost bumped into 
a small man dressed in the flow- 
ing robes of the ancient Greeks. 
His long hair was bound with a 
fillet. His bare feet were in san- 
dals. He had a beautiful face. 
It was Raymond Duncan, brother 
of the ill-fated Isadora, whom I 
had met in Paris. Incidentally 
our friend of the radio, Maurice 
Chevalier, is also stopping at my 
hotel, the St. Moritz, facing Cen- 
tral Park. This hotel is crowded 
with foreigners, and when you 
are in New York if you would 
like to look over some of the vis- 
iting celebrities, just have dinner 
at the St. Moritz grill and spend 
an hour or two sitting in the 
lounge. Almost the whole world 
passes. 





items in your stock. They are inexpensive and 

very attractive and often help increase sales. Mer- 
chandise which tarnishes quickly or shows signs of shop 
wear receives added protection. 

With so many articles of general use sold in an en- 
closure of transparent material which shows their 
beauty clearly, and yet protects them from soilure by 
customer handling and by store dust, it is somewhat 
surprising that so few of the countless items in a store’s 
stocks are thus displayed for sale. The store can do it, 
itself, with comparatively little expense and with con- 
siderable gain to the merchandise in attention-getting 
quality. 

You are likely to find out several pleasant things if 
you try it. Your sales of items so packaged will move 
faster; goods that, shown on your counters in the ordi- 


[iene in sours wrappers may be used for many 
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nary way, did not attract much attention, will begin to 
show signs of real life; your percentage of soiled mer- 
chandise will be reduced—and by reason of all three 
results come others, such as lowered markdowns and 
decreased selling cost, with the possibility of a slightly 
higher markup, if you care to take it. 

Conceding the extreme difficulty of reducing expenses 
sufficiently to allow an adequate ‘profit if only your 
standard markup is obtained, this type of promotion of 
individual items helps solve the problem. 

Since one of the most important problems of 1931 is 
going to be how to increase the proportion of sales of 
high markup merchandise, this addition of a novelty 
touch to staples is even more desirable than its applica- 
tion to articles which are in themselves decorative. 

How many items are there in your various depart- 
ments that can be made more salable in this way? 
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Floating Store 





“Mink” and “New- 
minko” supply boats 
of the W. Hanna & 
Co., Port 


Carling, 
Ontario, Canada 





Serves Miany Patrons on Canadian Lakes 


N the Muskoka Lakes Dis- 
trict of Ontario, Canada, a 
floating store operated by 

W. F. Hanna & Co., of Port 
Carling, serves and supplies the 
needs of many settler and tourist 
patrons. In addition to operat- 
ing a large store in Port Carling, 
for the past fifty years, this firm 
has since 1890 called upon 
many of its customers at regu- 
lar intervals with a supply boat, 
or floating store. 

At the start a supply boat was 
rented for the purpose. It ran 
four days a week from the end 
of June until the first of 
September and brought 
merchandise right to 
the door of many iso- 
lated settlers and camp- 
ers. With the increasing 
tourist business in the 
region, the opening of 
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new roads and opening of large 
summer ‘hotels, the company 
deemed it advisable some years 
ago to build the present sup- 
ply boat the “Newminko.” A 
complete line of general mer- 
chandise is carried. In hard- 
ware, the stock is confined to the 
type of articles that are in every 
day demand. If the boat does 
not have the desired merchan- 
dise on hand, orders are taken 
for delivery on the next trip. 


The wharf at Port Carling, Ont., 
is close by the store of W. Hanna 
& Co. 





The supply boat endeavors to 
call upon all customers at least 
twice a week. Persons who 
wished a more intimate knowl- 
edge of the lakes than that af- 
forded by the regular passenger 
steamers were permitted to book 
passage on the “Newminko.” 
With the building of the present 
supply boat, the company ex- 
tended the time of the craft’s 
operations from the break-up in 
the spring until the freeze-up in 
the fall. It now makes three 
different trips twice a week from 
June 15 to Sept. 15, and one 
trip a week during the 
balance of the spring 
and fall season. To 
many isolated settlers 
the “Newminko’s” 
whistle is as welcome 
as the robin’s first note, 


(Continued on page 43) 
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The above picture shows 
the attendance at the first 
meeting of the school. At 
the left appears an illus- 
tration of the presentation 
on the correct and im- 
proper methods of serving 
~ customers 


Chicago Save the Surface 
Salesmen Hold School 


ORE than four hundred 
paint and wall paper 
dealers and members of 


their sales personnel were guests 
of the Save the Surface Sales- 
men’s Club of Chicago on March 
23, when the latter organization 
launched its “Short Course” in 
Retail Paint Selling.” The meet- 
ing was held in the Morrison 
Hotel and was so well attended 
that the room reserved for the 
program proved too small and 
succeeding meetings are being 


38 


held in larger quarters in the 
same building. 

Representatives of well-known 
manufacturing interests, present 
to observe this unique sales 
building effort, viewed the proj- 
ect as a revolutionary move in 
the industry. It is considered 
the strengthening of a vitally im- 
portant link in the chain of dis- 
tribution. 

The general subject of the first 
meeting was “Getting the Cus- 
tomer’s Viewpoint.” The topic 


was divided into five parts, pre- 
sented by the following members 
of the Salesmen’s Club: Willard 
E. Maston, H. S. Bickford, Rob- 
ert J. Bennett and Frank M. Cart- 
land, each developing a separate 
phase of the main subject. A 
dramatic presentation of the 
wrong and right way to handle 
a customer, as shown in an 
accompanying illustration, was 
given by Albert Z. Kahn and 
Mrs. E. L. Ledbetter and Henry 


(Continued on page 69) 
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Unemployment Is Paint 
Industry’s Best 


Opportunity 


By R. A. PLUMB, 


Chairman, National Clean Up and Paint Up 


Campaign Committee 


HE ill-wind of unemploy- 
ie may now be turned 

into a good wind bearing 
jobs for men who need them, 
and immediate sales and profits 
for the members of the paint, 
varnish and allied industries, if 
we will take prompt advantage 
of the unprecedented Clean Up 
and Paint Up opportunity which 
is before us. 

Never before in the history 
of our industry has the time been 
so ripe, our opportunity so great, 
and the disposition of tlie public 
so receptive for the message of 
the Clean Up and Paint Up Cam- 
paign, as it is today. Unemploy- 
ment is the problem of the hour. 
In every city, village and hamlet 
right-thinking citizens are wel- 
coming every practical means 
which will assist in giving men 
jobs and stimulating business. 
Petty business jealousies, politi- 
cal differences, and prejudices 
are being cast aside, and the rank 
and file of our citizenry is real- 
izing that it is a patriotic duty as 
well as enlightened self-interest 
to join wholeheartedly in any 
movement tending to make busi- 
ness better. It is no longer a 
matter of “mere sentiment, it is 
now a matter of necessity which 
directly or indirectly touches the 
pocketbook of every ‘individual. 

Our National Clean Up and 
Paint Up Campaign Bureau has 
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been on the job during the past 
several months, effecting govern- 
mental and group contacts for co- 
operation in putting across an 
exceptionally effective Clean Up 
and Paint Up Campaign this 
spring. Cabinet officers in Wash- 
ington, officers of the General 
Federation of Women’s Clubs, 
large life insurance companies, 
governors of States, city officials, 
boards of education and civic or- 
ganizations generally, are lend- 
ing their wholehearted support 
to the project to increase the 
number and the effectiveness of 
local Clean Up and Paint Up 
campaigns, with the outstanding 
purpose of increasing employ- 
ment. Increase of employment 
means an automatic increase in 
the sale of the materials, espe- 
cially paint, varnish and allied 
products, which the men who are 
given jobs will use in their work. 


Urges Use of Campaign 


If we paint and varnish men 
overlook or fail to energetically 
use this carefully prepared op- 
portunity which is before us to 
greatly increase the sales of our 
goods over what they normally 


would be during the next few 
months, we shall indeed be blind 
to our opportunities, and shall 
have only ourselves to blame. 

Every paint man should send 
immediately to the National 
Clean Up and Paint Up Cam- 
paign Bureau, 310 East Forty- 
fifth Street, New York, N. Y., 
and ask for an illustrated list of 
Clean Up and Paint Up display 
material — banners, window 
trims, campaign buttons, window 
displays, ete. 

This material is prepared and 
sold on a cooperative basis, at 
prices intended to cover only its 
cost and handling. Any attempt 
to prepare anything approximat- 
ing this material in value and 
usefulness in a local community 
would be prohibitive in cost, but 
by ordering it from our Bureau 
we can get more advertising 
value and effectiveness for rela- 
tively few dollars than in any 
other way. 

In the interest of our common 
prosperity in 1931, I cannot urge 
too strongly the use of the sup- 
plies which the National Clean 
Up’ and Paint Up Campaign 
Bureau has available, in the 
months immediately ahead of us. 

Let us all push the Clean Up 
and Paint Up Campaign with all 
our might, and thus do our part 
to quickly dispel the cloud of de- 
pression by the sunshine of pros- 
perity. 

The National Clean Up and 
Paint Up Campaign Bureau, 
which has been promoting coop- 
eration with President Hoover’s 
Commission on Emergency Un- 
employment, has been informed 
by the commission that detailed 
questionnaires in mimeograph 
form are being made available 
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by the commission for distribu- 
tion through Community Service 
agencies for specifically suggest- 
ing the kind of work which may 
be done outside and inside of 
buildings. 

A form to be signed by the 
householder, when canvassed by 
a local committee, constitutes a 
- request for an estimate of cost, 

and it includes “Painting.” 

In addition there are eight 
mimeographed pages of sugges- 
tions, including the following 
items which have to do with 
paint products: 

“Metal or roll roofing with 
cracks, open joints, or worn off 
‘coatings requiring application of 
waterproofing materials, paint- 
ing, or replacing. 


“Rusted or defective flashing 
requiring painting, repairs or 
replacement. 

“Leaky gutters or conductor 
pipes requiring repainting or re- 
placing. 

“Leakage around skylights re- 
quiring repainting of the frame, 
glazing, flashing or repairing. 

“Leakage around _ scuttles, 


trapdoors, or other roof open- 
ings requiring flashing, paint or 
repairs. 

“Need for floor paint or gen- 
eral repainting. 

“Necessary painting. 

“Fences, trellises, and lattice 











repairing or 


work requiring 
painting. 

“Dark walls and ceiling need- 
ing white coatings to brighten 
the basement. 

“Floor painting or treatments 
to improve appearance: 

“Proper painting of radiators 
to increase efficiency.” 

It is stated by the Department 
of Commerce, Bureau of Stand- 
ards, Division of Building and 
Housing, that the check list is 
based on a book, now in press, 
entitled “Care and Repair of the 
House,” prepared by the Depart- 
ment of Commerce in cooperation 
with the Better Homes in Amer- 
ica, one of the agencies which is 
helping in the physical distribu- 
tion of the check lists. 


Ohio Dealer Provides Special Shopping 





By F. R. COZZENS 


URING the cropping sea- 

son, which extends from 

March until November, a 

farmer is busy from sun to sun, 
and the merchant who expects 
rural patronage at regular day- 
light hours is quite certain to be 
disappointed. This is more than 
likely to be the case in localities 
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where the customers are located 
on dirt roads, but J. A. Martin, 
a Lathrop, Ohio, hardware deal- 
er, solves the problem by means 
of a special shopping service. 

Early in March, Martin sends 
a personal letter to each of his 
rural customers, announcing that 
his store will remain open until 
10 o'clock, p. m.,on Tuesdays 
and Fridays of each week. A 
similar announcement is also run 
in local newspapers for the bene- 
fit of farmers who are not on the 
mailing list. A vacant lot is made 
available for evening parking 
space, and special clerks are en- 
gaged to give the farmers ready 
service in hardware lines. 

Along about eight o’clock on 
the appointed evenings, the rural 
folks commence to arrive, many 


Service for Farmers 


coming from a distance of twelve 
miles. Ten o'clock often finds 
the store force working at full 
capacity, and on several occa- 
sions it has .been necessary to 
keep the doors open until mid- 
night to accommodate the crowd. 

“This plan enables the farmer 
to do his buying without neglect- 
ing his work,” Martin explained. 
“He examines the stock without 
being hurried, and there is prac- 
tically no interference from out- 
side sources. As a direct result, 
our rural sales in many hard- 
ware lines have been boosted 
more than 40 per cent, and be- 
sides pleasing our regular cus- 
tomers, we are constantly win- 
ning new ones who could not 
have been secured in any other 
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way. 
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If Business Is to Go Forward---We Mast Start from Serateh 


USINESS is wasting too much time compar- 

B ing the present with the past. We cannot 

go back to 1928. It is foolish to sit back 

and wait for a return of former prosperity. We can 

turn back the clock, but we cannot turn back the 
years. 

We must start from where we are and mark our 


progress from today. 
ees 


Why go back to mere yesterdays even for com- 
parison? Yesterday is as dead as any day in past 
history. If it is logical to base our comparisons 
on conditions of three years ago, it is equally logical 
to base them on conditions of one hundred and 
three years ago. 

If we are to go forward we must start from 
where we stand, not from where we once stood. 


A few days ago we listened to a sales counselor 
as he spoke to a body of business men. “Ninety 
per cent of you are pessimists,” he said. “If you 
don’t believe it, ask yourself this question: Were 
you ever disappointed because you got to a fire 
after it had been put out?” 

Comparing today’s conditions with those of peak 
years, breeds pessimism and retards progress. Let 
today stand on its own bottom. Accept it as it is, 
but accept it only as a starting point from which 


to carry on. 
* ok x 


There is too little selling, and too much de- 
pendence upon buying. Looking backward has 
warped our sense of direction. People do not buy 
anything just because you want to sell it. They buy 
because it is to their advantage to do so, or because 
they think it is to their advantage. They are in- 
fluenced by their own viewpoint, not by yours. Con- 
sider the “Buy Now” campaigns. Did they in- 
fluence you to buy? Many business men said to 


APRIL 16, 1931 


their customers, Buy Now, but what did they say 
to their wives and families? What did they say to 
those who came to sell them merchandise for their 
stocks? 

The thing to do is to determine what merchandise 
people can use to advantage; stock that merchan- 
dise in reasonable quantities; price it according to 
today’s standards and start now to sell it to those 
who can buy it and pay for it. 


* *K Xx 


We don’t do enough thinking of a constructive 
nature. The average man is more interested in 
things destructive, than in things constructive. Ad- 
vertise that you are going to start the erection of 
a building on a certain day; how many people will 
be there to watch the start? Not a corporal’s guard. 
But—just whisper that you inend to blow up your 
store at nine a. m. on a certain day, and before 
daybreak you will have a mob on your hands. 

Do a little constructive thinking; a little brain 
work that will begin with where you stand right 
now, and think through to a perfected plan for your 
own individual progress. Let the world in general 
look after general conditions while you start from 
scratch and build a few home made and personally 
fitted conditions for yourself. Complacent thinking 
produces hard times and soft muscles. Constructive 
thinking, followed through, will harden your mus- 
cles and callous your hands, but it will get you 


somewhere. 
x ok Ox 


The big thing is to start; to start now—and to 
start from where you stand. Why look back? As 
one of our southern friends once aptly expressed it 
“Lot’s wife looked back, and the calves have been 
licking her ever since.” 
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A “Gangway”’ was arranged leading 
to the marine goods 


Giving the Marine Goods 
Season a Flying Start 


rine goods season has re- 

ceived a flying start through 
the efforts of the hardware firm 
of Clapp & Treat, Inc. The 
impetus was lent by a_ seven 
days’ Marine Show, which was 
recently held. The event at- 
tracted on an average of 250 
persons each day it was in 
progress and stimulated a tre- 
mendous amount of interest in 
small boats, motors and acces- 
sories. Merritt W. Treat, a 
member of the firm and an en- 
thusiastic boatman, conceived the 
idea of the show and was as- 


ik Hartford, Conn., the ma- 


sisted by “skipper” Charles 
Rathbun of the store’s Marine 
Department. 


In this period of business de- 
flation it may seem that condi- 
tions are unfavorable to attempt- 
ing an extensive sales promoting 
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event in a line which might be 
characterized as “luxury” mer- 
chandise. However, the experi- 
ence of the firm during the past 
season convinced the store that 
business depressions apparently 
have but little effect upon the 
ardor of boating enthusiasts. As 
an example, Mr. Treat pointed 
out that last season for the first 
time in history, every boat but 
one in the yard of the Hartford 
yacht club was put into commis- 
sion. Old models of motors and 
hulls, which had been taken in 


trade were in excellent demand 








last season and all that were on 
hand from previous seasons of 
better times were readily dis- 
posed of. With these indica- 
tions that there is plenty of 
business to be had in marine 
goods, the firm started early this 
year to make plans to get it. 

The week of March 21 to 28 
was selected as the most timely 
week for the show. It so hap- 
pened that the dates were the 
same as those for the annual 
Motor Boat Show in Boston. 
However, it is not believed that 
this conflict of dates had any ad- 
verse effects upon attendance. In 
contrast, it is thought that it 
served to accentuate the seasonal 
interest in boating. Many per- 
sons visited both shows. In ad- 
dition to a series of newspaper 
announcements calling attention 
to the show, invitations were 
sent to members of all of the 
principal yacht clubs along the 
Connecticut River. These invi- 
tations were given a_ nautical 
touch through the use of a sketch 
of a yacht that is well known and 
admired in the vicinity of Hart- 
ford. The show opened each 
afternoon at 2 o’clock and con- 
tinued until 9 o’clock each eve- 
ning. 

Inadequate space for proper 
display of marine goods in the 
main store prompted the firm to 
use the mezzanine floor of the 
warehouse for its marine supply 


—— 
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department. The warehouse is 
not equipped with show win- 
dows, and to overcome this win- 
dow and small interior displays 
were used in the main store to- 
gether with signs to call the at- 
tention of store visitors to the 
Marine Show and Department. 
As a special window attraction 
prior to the show a model open 
launch steamer was displayed. 
It was a replica of a 40-ft. boat 
of this type, built to scale and 


was seaworthy and capable of 


making about eight knots. This 
unusual feature was a magnet 
for pulling the attention of 
everyone interested in boating. 


How the Department 
Was Decorated 


The Marine Department was 
especially decorated for the oc- 
casion. Through the ingenious 
use of canvas, flags and other 
appropriate decorations, the visi- 
tor might well imagine himself 
to be on the lower deck of a 
ship. Some of the larger craft 
were shown along each side of 
this “lower deck.” A “com- 
panionway” led to the “bridge 
deck,” which during the rest of 
the year serves as the store’s 
marine department. Just off the 
“bridge deck” a “chart room” 
housed marine maps, log books, 
compasses and other navigating 
aids. 

Boats displayed included an 
18 footer of Hacker design, suit- 
able for outboard or inboard 
motors; a Massachusetts built 
runabout for fisherman and 
hunter; a V bottom boat built by 
Al Buffington, the famous out- 
board racer of 1928; rowboats 
and canoes. In addition there 
were inboard and outboard mo- 
tors, as well as a complete line 
of boating accessories, including 
various types of anchors, chains, 
ropes, cushions, marine hard- 
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ware, marine paints and var- 
nishes. 

As a special feature the final 
night of the show, Carl Mason, 
was on hand with the Class C 
outboard racer, which he will 
use May 9 in the Albany to New 
York races. He was prepared 
to answer all questions concern- 
ing outboard racing. A_ rep- 
resentative of a varnish manu- 
facturer explained the proper use 
of marine varnishes. 

During the summer boating 
season, Mr. Treat takes an active 


interest in races held in the 
store’s territory. Through his 
own efforts he promoted a 
regatta, in which he interested 
the Hartford Chamber of Com- 
merce, the Rotary Club, the 
Park and Fire Departments, the 
Street Railways, and _ other 
prominent community organiza- 
tions. Indirectly, this interest 
has resulted in considerable pub- 
licity for the firm’s marine de- 
partment and has created much 
good will among boating en- 
thusiasts. 





Boating enthusiasts felt at home in this marine atmosphere created by Clapp & 
Treat, Inc., Hartford, Conn. 





Floating Store Serves Canadian Patrons 


(Continued from page 37) 


and a sure sign of spring. Ap- 
proximately forty customers are 
called upon every day. 

In addition to the crew the 
boat carries several salesmen 
whose duty it is to keep the stock 
in order and to see that every- 
thing possible is done to render 
pleasing and satisfactory service 
to the boat’s patrons. In the 
height of the summer season 
from $2,000 to $2,500 worth of 
stock is carried each day upon 
the boat. The stock, of course, 
fluctuates as trade conditions 
warrant. During the 1930 sum- 


mer season the supply boat 
transacted a $25,000 volume of 
business. 

Port Carling is on a water 
route and the nearest railway 
station is twelve miles distant. 
Twice each week, the supply boat 
on its regular trips calls at the 
railway wharf to transport goods 
received there to the store. In the 
early spring and late fall, when 
the boat is not on the regular 
supply trips, it brings in carload 
shipments of roofing, cement, 
building materials and _ other 
bulky merchandise. 
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Keep Abreast of the Season with Hardware Age 





PRING is 
here! 
Every- 


one feels the 
urge to clean 
up and paint 
up, so our window display de- 
signs for this week are made to 
meet this demand. These win- 
dows can be constructed with a 
minimum of effort and are suf- 
ficiently flexible to permit sub- 
stitution of items. 

As suggested in previous issues 
of HarpwareE AGE the show card 





used in the background may be 
supplanted by a poster, either of 
your own make or one that has 
been secured from a manufac- 
turer. In this particular it should 
be remembered that such a poster 
or show card should be sufficient- 
ly large to fit into the scheme 
about as pictured here. A small 
one would lose much in effect. 


The Show Card’s 
Color Scheme 


If the show card here sug- 
gested is used it can be made 


Originally Designed Displays 


very effective if done in spring- 
like colors. For instance the 
card could be a pale yellow tint, 
the lettering in a strong green 
and the side bars a lighter green. 

The cans and packages will 
lend a color note also. In mak- 
ing your price tickets much can 
be accomplished if you carry out 
the same color scheme through- 
out as you use on the poster card 
in the background. Instead of 
using- plain black lettered tick- 
ets work out some border design, 
a colored corner or a strip of 
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color. down the side. Do this on 
every ticket and see for yourself 
what a striking effect it will give. 
These are the things that make 
good windows better. Your ob- 
server will not know why he likes 
the display but he will. 

Before leaving the subject of 
color: have the floor of your win- 
dow covered with some colored 
material that will be similar 
enough to the background show 
card that it will lead the eye to 
your message as well as the mer- 
chandise. Light yellow or green 
is suggested. It will also afford 
contrast for the merchandise. 


Housecleaning Needs 


Housecleaning time offers op- 
portunity to present spring clean- 
ing needs. This window has the 
same color demands as the paint 
window on the opposite page, but 
the nature of the merchandise 
makes a mass display of many 
items logical. These displays 
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showing a large number of items 
are favored by many dealers, 
and rightly so, because they are 
interesting in their variety. They 
can be so arranged that the ob- 
server will go over the entire 
window from one to the other re- 
lated item. 


Color Ties Up the Display 


In this window an important 
feature will be the color of the 
floor covering. It should be 
strong enough in color to tie the 
many small items together. If 


Here is number 
three of the series 
of Hardware Age 
originally de- 
signed window 
displays. Watch 
for two more next 
week 





a full green such as that of arti- 
ficial grass is used it will pro- 
duce the desired effect. Your 
display does not need to repre- 
sent outdoors in order to use arti- 
ficial grass, as this material is 
very effective as a background 
upon which to display many 
kinds of merchandise. 

Window displays are produc- 
tive of results at this time of the 
year. Make the most of them. ~ 

In addition to making a dis- 
play in your window, see that 
some display in the store ties up 
with it, thereby making the sell- 
ing effort easier. Use plenty of 
light in your windows, too. Mer- 
chandise always looks its best 
under generous lighting. 

Send your suggestions for 
future windows to the Window 
Editor of HarpwarE AGE. Pho- 
tographs of your good windows 
will be welcome. See pages 48 
and 49 for photographs of win- 
dows to use at this season. 
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Small Space Advertisements 
Start Using Them Now—and 
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Fix-up Time! 


Colo =n the Th ome New Tools 


Is Gaining New Friends Dailyo Sate Clean-Up and Paint-Up time | 
is a good time to Fix-Up. 
With the right kind of tools 
a handy man can fix many 
things around the house— 
WAND of color has passed over the whole house and has 9 prodigy oe: Bag = i 
penetrated to the kitchen. Colorful romance now prevails in rover tools & 
the culinary department of the home, the colorful drapes har- —— . 
monize with the colorful kitchen utensils. The housewife’s every 
day cooking utensils glisten in color and urge her on in her daily 
occupation. 
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STORE NAME 














No. J3 No. J4 
Chinaware Glassware How to Order 


If you have local stereotyping 
(Items) . facilities, request the complete 
sets of mats of all the adver- 
tising illustrations of these two 
pages, enclosing your check for 
$1.25. If you need mounted 
cuts order them by number given 
under each cut, listing the num- 
bers in a column. Figure the 
charge of 35c. for each cut when 
less than ten cuts are ordered ; 
when ordering ten cuts or more 
figure the charge at 30c. for 
each cut ordered. Enclose check 
with order, please—this saves 
No. J5 bookkeeping for small amounts. 

Send all orders to 


E l 
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(Items) ADVERTISING FEATURE 


239 West 39th Street 
STORE NAME AND ADDRESS New York City 


(Items) 
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That Will Bring Big Results— 
Watch for Rapid Returns! 


HARDWARE 
ADVERTISING 
SERVICE 

FOR THE 







Try This “Direct-by-Mail” Folder 


Supplement your newspaper advertising with this folder at small additional expense. Make 
the necessary changes on the copy and hand it to your local printer. 


signed for a regular 634 envelope. 


The size has been de- 
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House Paints 





No. J8 


No. J9 





No. J10 


Make this a month of revival—of 
life, color and beauty for all the 
countless things about you. Brush 
up whatever would welcome the re- 
— touch of paint and var- 
nish. 





New Patterns In 


Wall Papers 


Now on display. You really 
should drop in and see them. 
Prices are most moderate. 


(Items) 











Share in this Timely Sale of Paint & Supplies 








No. J11 











Enamels 


(Items) 











No. J12 








Lacquers 


(Items) 





For Graining 


(Items) 


STORE NAME AND ADDRESS 
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HETHER ~ your 
community goes 
on daylight sav- 


ing time or not, the clock 
window above, by E. J. 
Brecht, display manager, 
Comstock-Castle Stove 
Co., Quincy, Ill, will 
offer a strong appeal. 
The signs at the lower 
corners read: “A clock 
for every room.” This 
window should be studied 
for its neat and well-bal- 
anced appearance. It is 
not overcrowded, but car- 
ries a full line. 

For several weeks win- 
dows like the one at the 
right, by William Harold 
Geissler, Brooklyn, 
N. Y., will attract cus- 
tomers who have any work on 
lawn or garden. This was a small 
window space, but every inch 
was well handled. 

On the opposite page, at the 
top, is a skillfully trimmed tire 
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ISPLAY 


Every one of 
these windows 
is USABLE at 
this time. As 
Chevalier says 
rrright NOW! 


MAZDA 
WAY A 





window by Huey & Philp, Dallas, 
Tex. Tires at this season should 
received some extra selling ef- 
fort, and windows like this one 
will help greatly. 

Housecleaning time suggests 


new lamps in old sockets. James 
& Hawkins, of Jamaica, L. L., 
made lamps the central idea in 
the window at the bottom of the 
page, and introduced a few elec- 
trical items—all price-ticketed. 
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RIGHTMIRE IS SALES MGR. 
OF BRIGHT & CO. 

John B. Rightmire has been 
appointed as sales manager of 
Bright & Co., Reading, Pa., 
wholesale distributers. For more 
than 25 years he has been active 
in the hardware trade in the 
eastern States. Previous affilia- 





JOHN B. RIGHTMIRE 


tions of Mr. Rightmire have been 
with Smith Bros. Hardware Co., 
Columbus, Ohio, as sales man- 
ager and with William P. Wal- 
ters, Philadelphia; Benjamin 
Hardware Co., Phoenixville, Pa., 
and the Simmons Hardware Co. 
For more than three years he 
served as general manager of the 
Franklin Hardware Co., Phila- 
delphia, Pa. 


GAME ASSOCIATION 
MOVES TO WASHINGTON, 
D. C. 

(From Our Washington Bureau) 
With a projected program of 
expansion decided upon, the 
board of directors of the Ameri- 
can Game Association has se- 
lected Washington as the logical 
place for headquarters and has 
moved into the Investment 
Building here from the Wool- 
worth Building in New York. 
Educational and other features 
are promoted by the association. 
It is the policy of the organiza- 
tion to urge that more public 
hunting be provided and that 
farmers be compensated for 

raising game. 

“The association is opposed to 
what is known as the English 
hunting system,” said-Seth Gor- 





don, president and manager of 
the association, “but it believes 
that with game and other wild 
life badly depleted generally, 
the free hunting system in 
America must strike a compro- 
mise with modern times in order 
to save and restore proper wild 
life environments. This can be 
done on a large enough scale 
only by giving farmers and land 
owners a practical incentive to 
set aside and maintain areas 
especially suitable for wild life. 
Encouraging farmers who really 
produce a game crop by com- 
pensating them for the privilege 
of hunting appears to be the 
most plausible solution.” 





AMERICAN STEEL & WIRE 
ANNOUNCES SEVERAL 
PERSONNEL CHANGES 


American Steel & Wire Co., 
Chicago, Ill, has announced 
through D. A. Merriman, vice- 
president and general manager, 
several important personal 
changes. C. F. Wiley is now 
manager of sales for the elec- 
trical and wire rope-department, 
Chicago, IIl., succeeding the late 
C. S. Knight. A. H. Mowry is 
manager of sales of the electrical 
and wire rope department, New 
York City, filling the vacancy 
caused by the promotion of John 
May. H. D. Sharp, manager of 
the electrical and wire rope de- 
partment of Boston, Mass., has 
been transferred to Worcester. 


32 Washington Stores in Anti-Chain Group 


(From Qur Washington Bureau) 

For the purpose of combating 
chain store competition through 
combined efforts, 32 hardware | 
in Washington, D. C., 
have just organized under the 
name of Consolidated Hardware 
Stores. The organization is 
headed by George M. Yeatman 
as president. Other officers are 
W. W. Adamson, secretary, and 
J. F. Cain, treasurer. 

The group will establish a 
modern plan of hardware mer- 
chandising and will inaugurate 
its movement by holding a big 
sale on April 18. A series of 
radio talks by member mer- 


stores 





chants will be presented with a 


view to appealing to consumers 
to patronize home merchants 
whose interests and investments 
are in Washington and whose 
services, products and values are 
unexcelled. 

Mr. Yeatman told Harpware 
Ace that all of the stores in the 
group will carry the name “Con- 
solidated Hardware Stores” on 
their windows, and that they will 
be distinguished further by hav- 
ing their fronts painted a light 
green. The movement of dress- 
ing up the stores and arranging 
attractive displays has already 
begun. Seasonal merchandise 
will be featured consistently and 
all merchandise will carry price 
tags. 





ACE STORES, CHICAGO, ADD INDIANA FIRM 


E. G. Lindquist, secretary, 
Ace Stores, Inc., Chicago, has 
announced the affiliation of 
Decker Brothers, La Porte, Ind., 
with the Ace organization. The 
La Porte firm has been estab- 
lished some fifty years and _ be- 
comes the twenty-first member 
concern in the Chicago group 
of independently owned _hard- 
ware stores, 

The Chicago organization is 
carrying on negotiations with 





stores in South Bend and Mich- 
tgan City, Ind., as well as sev- 





eral others in the Chicago terri- 
tory and soon expects to be able 
to celebrate its 25th milestone. 


PFANSTIEHL APPOINTS 
WOOD & ANDERSON 


The Pfanstiehl Chemical Co., 
Waukegan, IIl., recently appoint- 
ed Wood & Anderson, 915 Olive 
St., St. Louis, Mo., as southern 
Illinois, Missouri, Iowa, Kansas 
and Nebraska representatives for 
Speco soldering pastes, etc. 


WESTINGHOUSE MERCHANDISING DEPT. HAS SALES CONFERENCE 


Members of the new merchan- 
dising department of the West- 
inghouse Electric & Mfg. Co., in 
Mansfield, Ohio, recently gath- 
ered for the first general meeting 
of the department. Sales officials 
and those directly interested in 





sales problems attended the con- 
vention. The group formerly di- 
recting fan and vacuum cleaner 


sales from LEast Springfield, 
Mass., is now located in Mans- 
field. M. C. Morrow is sales 





manager of the department, while 


F. R. Kohnstamm is director of 
merchandising. 

Key men from headquarters 
and from the field attended, s 
well. C. E. Allen, commercial 
vice-president, head of the de- 
partment, and officials from East 
Pittsburgh were present. 
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- Southern Hardware Convention Meets in 
Edgewater Park, Miss., April 20-23 


The annual convention of the 
Southern Hardware Jobbers As- 
sociation, to meet at Edgewater 
Gulf Hotel, Edgewater Park, 
Biloxi, Miss., will discuss rela- 
tions with customer and com- 
petitor and ways of better han- 
dling their individual problems. 
The convention opens formally 
Monday evening, April 20. Prior 
to the formal opening the whole- 
sale distributors will hold a se- 
ries of district meetings, open to 
members and non-members of 
the association. 

District No. 1 meets from 10 
a.m, to 2 noon. It includes del- 
egates from West Virginia, Vir- 
ginia, North Carolina and Ten- 
nessee. District No. 2, meeting 
at the same hour, comprises dele- 
gates from Texas, Oklahoma, Ar- 
kansas and Louisiana, while del- 
egates from North Carolina, 
South Carolina, Georgia, Florida 
and Alabama, comprising district 
No. 3, meet from 2 to 4 p. m. 
Delegates from Tennessee, Mis- 
sissippi, Louisiana and Arkansas, 
members of district No. 4, meet 
from 2 to 4 p. m. 

The usual general meeting 
opens the convention Monday 
evening, which will be addressed 
by a speaker of national reputa- 
tion. Tuesday morning separate 
meetings of the Southern Jobbers 
group and the American Hard- 
ware Manufacturers’ Association 
will be held. Wednesday morn- 
ing the associations will unite in 
open meeting to discuss the 





theme “The Hardware Industry 
in the South.’ On Thursday 
morning the Southern Jobbers 
will hold the annual meeting, 
while the concluding business 
meeting of the Manufacturers’ 
Association will be held at the 
same time. 

Delegate lists should be sent 
immediately to Charles Rock- 
well, secretary, American Hard- 
ware Manufacturers’ Association, 
at 342 Madison Avenue, New 
York City. 

An excellent program of en- 
tertainment has been planned, 
starting with informal dancing 
in the ballroom, following ad- 
journment of the opening meeting 
Monday night. Tuesday after- 
noon at 2 the golf tournament 
for men will be started. At 2.30 
the same afternoon a drive for 
the ladies over the old Spanish 
trail and tea at an inn by the 
sea will be the program. Tues- 
day evening an old plantation 
party will be held on the ter- 
race, followed by moonlight 
dancing. Wednesday the golf 
tournament will be concluded. 
That same afternoon the ladies 
will have a bridge and tea at the 
hotel. Wednesday evening at 
6.30 a carnival dinner and ball 
will be given. 

The tournament will be under 
supervision of Mark Lyons, M. 
J. Lacey, I. H. Staueffer and Ed- 
ward Durell. Arrangements have 
also been made for individual 
play at five courses. 





ANIMAL TRAP CO. OF AMERICA PURCHASES NORWICH 
TRAP CO. 


The Animal Trap Company of 
America, Lititz, Pa. has pur- 
chased the Norwich Trap Com- 
pany, Norwich, N. Y. In a sense, 
the amalgamation is in the na- 
ture of a “family reunion,” for 
both companies owe their origin 
to the genius of Sewall New- 
house, inventor of the first steel 
trap, at Oneida, N. Y., more 
than eighty-six years ago. 

The trap business of the Nor- 
wich Wire Works was inaugu- 
rated in 1922 by A. E. Kinsley, 
a former member of the Oneida 
Community, who superintended 
the production of the Norwich 
line of both coil spring and long 
spring traps. The Norwich com- 
pany is said to have introduced 
the first low priced double steel 
jawed line of traps for common 
fur bearers. 

The Animal Trap Company of 
America purchased the trap 
business of the Oneida Commu- 
nity in 1925 and has confined 
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itself in its steel trap manufac- 
turing to long springs—along the 
principles perfected by the 
Oneida Community. Although 
one of the largest manufacturers 
of coil springs in the world, the 
company has used coils exclu- 
sively in the production of mouse 
and rat traps. 


COMMISSION ORDERS 
UNITS TO SEPARATE 
THEIR REVENUE BOOKS 


An order has been issued by 
the Public Utilities Commission 
of the District of Columbia di- 
recting the Georgetown Light 
Co. and the Washington Gas 
Light Co. to keep separate rec- 
ords of revenues and expenses 
incident to the purchase, sale 
and installation of gas appli- 
ances, 

“The commission finds,” said 
the order, “that the cost of han- 
dling, displaying and marketing 





appliances should not be borne 
by consumers as a whole, nor 
taken into consideration in arriv- 
ing at any rate to be charged for 
gas service.” 


W. T. KELLY IS V. PRES. 

OF ODELL HARDWARE 

W. T. Kelly, Warren, Pa., has 
associated himself with the Odell 
Hardware Co., Greensboro, N. C., 
as vice-president in charge of 





W. T. KELLY 


sales. In addition, he will do 
a portion of the buying. Mr. 
Kelly is well known to the hard- 
ware trade. He was formerly 
with the Odell Hardware Co., 
going from there to the Win- 
chester Repeating Arms Co., 
New Haven, Conn., at the time 
the Winchester plan was inaugu- 
rated, and remaining with that 
company for several years. Later 
he went with the Pickett Hard- 
ware Co., Warren, Pa., and be- 
came its president. 

Mr. Kelly terminated his asso- 
ciation with the Pickett Hard- 
ware Co. on April 15 and will 
assume his new duties with ,the 


Odell Hardware Co. on May 1. 





OKLAHOMA LIMITS SALES 
OF PUBLIC UTILITIES 
Governor Murray of Oklahoma 

has signed the bill passed by the 

Oklahoma Legislature in regard 

to utilities merchandising. The 

bill specifically prohibits public 
service corporations from selling 
merchandise in connection with 
their general service. 

The utilities companies are 
given 90 days in which to dis- 
pose of present stocks. 


G. B. DURELL MAKING 
TRIP THROUGH EUROPE 


G. B. Durell, president and 
general manager of the Ameri- 
can Fork & Hoe Co., Cleveland, 
Ohio, sailed from New York 
City, April 7, for a brief trip 
through Europe. 





SHERWIN-WILLIAMS CO. 
NOW HAS BRUSH LINES 


Announcement has just been 
made to its agents and dealers 
that The Sherwin Williams Co., 
Cleveland, Ohio, is now market- 
ing a complete line of brushes 
for every class of retail and 
painter trade. The brushes, 
which are made by the most 
modern methods, according to 
the company, will be sold by 
regular representatives as a patt 
of the Sherwin-Williams line. 

Although headquarters for 
brush sales will be in Cleveland, 
complete brush stocks will be 
carried at all of the company’s 
warehouses and shipping points. 





GREENSFELDER DIES 


Nelson S. Greensfelder, 40, 
advertising manager, Hercules 
Powder Co., Wilmington, Del., 
died in that city, April 5, after 
a short illness, which developed 
into pneumonia. He is survived 
by Mrs. Greensfelder, a son and 
his parents. After finishing col- 
lege he entered the Hercules or- 
ganization as salesman and dem- 
onstrator. Later he was an ad- 
vertising copy writer and became 
advertising manager in 1294. 

He was one of the organizers 
of the National Industrial Ad- 
vertisers’ Association and was 
later its president and repre- 
sented it at the World Adver- 
tising Institute in Berlin, Ger- 
many, in 1929. Mr. Greensfelder 
was director of The Explosives 
Engineer, an active member of 
Boy Scout council work, Ameri- 
can Mining Congress, American 
Institute of Mining and Metal- 
lurgical Engineers, National 
Crushed Stone Association, Na- 
tional Safety Council, Pine In- 
stitute of America, Institute of 
Makers of Explosives, Associa- 
tion of National Advertisers, and 
the Wilmington Chamber of 
Commerce. 


“IKE .WALTON” HOUR IS 
AGAIN BROADCASTING 


For the third season a radio 
feature known as the “Ike Wal- 
ton” hour is on the air. It is 
sponsored by Outboard Motors 
Corp., Milwaukee, Wis.; Thomp- 
son Bros. Boat Mfg. Co., Pesh- 
tigo, Wis., and Cortland, N. Y.; 
James Heddon’s Sons, Dowagiac, 
Mich., and Marble Arms & 
Mfg. Co., Gladstone, Mich. Sta- 
tions WGY, Schenectady, N. Y.; 
WJR, Detroit, Mich.; WBBM, 
Chicago, Ill. WCCO, Minneapo- 
lis, Minn., and KFAB, Lincoln, 
Neb., will be used this year. 

“Ike Walton” takes the lead- 
ing part and participates in a 
real fishing experience with his 
young friend George. 
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SCHROETER BROS. NOW 
MANUFACTURERS’ AGENT 


The Schroeter Brothers, for 
forty years wholesale and retail 
hardware dealers in St. Louis, 
Mo., are now hardware manu- 
facturers’ representatives. In 
January the brothers _ liqui- 
dated their business. At the 
present time they represent Cold- 
well Lawn Mower Co., New- 
burgh, N. Y.; Pioneer Rubber 
Mills, Midwest Sales Division, 
Chicago, Ill.; The Specialty Mfg. 
Co., St. Paul, Minn.; Whitney- 
Eckstein Seed Co., Buffalo, 
N. Y.; Hollands Mfg. Co., Erie, 
Pa.; Tuck Mfg. Co., Brockton, 
Mass.; Klein Mfg. Co., Burling- 
ton, Iowa; Rapid Shine Products 
Co., St. Louis, Mo.; Wester 
Brothers, New York City; Markt 
& Hammacher Co., New York 
City; Edward Weck & Son, New 
York City; Kin Folks, Inc., Little 
Valley, N. Y.; Douglas-Turner, 
St. Louis, Mo.; Hoover Hardware 
Products Co., Chicago, Ill.; Hill 
Clothes Dryer Co., Worcester, 
Mass.; Central Specialty Mfg. 
Co., Chicago, Ill., and Edlund 
Co., Burlington, Vt. 

Addresses of the three brothers 
are: Oscar J. Schroeter, 78 
Aberdeen Place, St. Louis, Mo.; 
Charles G. Schroeter, 1115 
Hampton Park Drive, St. Louis, 
Mo., and Bruno O. Schroeter, 
5156 Vernon Ave., St. Louis, Mo. 


BETSY ROSS ELECTRIC 
PRODUCTS MOVES OFFICE 


The Betsy Ross Electric Prod- 
ucts Corp., Johnson City, N. Y., 
have moved to its new offices in 
Room 813, Fifth Avenue Build- 
ing, 200 Fifth Ave., New York 
City. Kirk S. Heckmann will be 
in charge of the office and will 
be assisted by B. L. Van Gelder. 
A full line of samples will be on 
display. 


ALFRED F. HOWE AGAIN 
WITH THE BORDEN CO. 


Alfred F. Howe returned to 
The Borden Co., Warren, Ohio, 
on March 1 as western sales 
manager, with headquarters at 
717 Calmar Ave., Oakland, Cal. 
Five years ago Mr. Howe was 
vice-president and general sales 
manager of the Borden company, 
but desired to retire to the warm 
climate of California. At that 
time he made sales connections 
with eastern firms. 


« CURTIS IS PRESIDENT 
WESTERN IRON STORES 
Charles E. Curtis, chairman of 
the board, Western Iron Stores, 
Milwaukee, Wis., has resumed 
more active connections with the 
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company, following the death of 
Ralph M. Friend, secretary and 
treasurer, and has been elected 
president and treasurer of the 
company. Walter W. Ethier be- 
comes vice-president, continuing 
as general manager. William C. 
Mueller has been elected secre- 
tary, while C. W. Krueger is 
sales manager. 





AU WERTER REPRESENTS 
CHAMPION RIVET CO. 


I. L. Au Werter has been ap- 
pointed sales representative of 
the Champion Rivet Co., Cleve- 
land, Ohio, in the Michigan ter- 
ritory, east of Grand Rapids, 
with headquarters at 2034 Dime 
Bank Building, Detroit. Mr. Au 
Werter will continue to represent 
in a sales capacity the Apollo 
Steel Co. 


INGRAHAM HEADS THE 
CLOCK MANUFACTURERS 


At the annual meeting of the 
Clock Manufacturers Asocia- 
tion of America, 644 Drexel 
Bldg., Philadelphia, Pa., the 
officers for the previous term 
were reelected. They are: Pres- 


E. Ingraham Co., Bristol, 
Conn.; vice-president, Walter 
J. Herschede, The Herschede 
Hall Clock Co., Cincinnati, 
Ohio, and secretary-treasurer, 
W. S. Hays. 





ALUMINUM INDUSTRIES 
HAS NEW WAREHOUSE 
BRANCH IN CHICAGO 


Aluminum Industries, Inc., 
Cincinnati, Ohio, announces 
opening of a new warehouse 
branch in Chicago, IIl., to serve 
the central west with the eight 
major lines, for automotive re- 
placement, manufactured by the 
Cincinnati company. Decision to 
open the Chicago branch came 


as the result of steadily increas- | 
ing demand from midle western | 


territory, according to vice-pres- 
ident and general sales manager 
F, J. Glennon. 

The new branch, which is ex- 
pected to be functioning within 
the next 30 days, will make the 
seventh operated by the com- 
pany in the United States and 
Canada. Others are located at 
New York, San Francisco, Calif.; 
Los Angeles, Calif. Kansas 


City, Mo.; Atlanta Ga., and To- 





ident, Edward Ingraham, The 


ronto, Ont. 





RESPONSIBILITY OF THE 
(From Our Washington Bureau) 
Among the important and in- 
teresting subjects to be discussed 
at round table conferences at the 
nineteenth annual meeting of the 
Chamber of Commerce of the 
United States in Atlantic City, 
April 28-May 1, will be “The 
Retailer’s Responsibility to Con- 
sumer and Producer.” This dis- 
cussion will take place on April 
30 in the Renaissance room of 
the Ambassador Hotel and is 
expected to attract a large at- 
tendance. No speakers have as 
yet been assigned to the topic 
but will be named later. How- 
ever, it is open to discussion for 
all who take part and speakers 
named are selected for the pur- 
pose of leading discussions. 
The topic will be broken up 
into two general parts, the re- 
tailer’s responsibility in relation 
to the consumer and his responsi- 
bility in relation to the producer. 
The following questions will be 
discussed: “What changes are 
being made in retail methods to 
meet the different types of con- 
sumer demand?” “Are distribu- 
tion agencies clarifying public 
understanding of prices?” “How 
would retail sales taxes affect 
the interests of retailers and 
consumers?” “What is being 


DEALER TO BE DISCUSSED 


done to promote greater eff- 
ciency in serving the customer?” 

In relation to producer, ques- 
tions are: “How can distribu- 
ters and producers work together 
to promote stability of busi- 
ness?” “What assistance are re- 
tailers giving to producers with 
regard to market analyses and 
consumer demand?” “Can re- 
tailers help producers by secur- 
ing , public acceptance of the 
benefits that result from a more 
even flow of merchandise?” 

In introducing the subject of 
the conference, the chamber’s 
announcement says: “In times 
of business depression retailers 
in general are in the midst of it. 


Their problems are forcibly 
brought home to them. Sales 
decline in dollars, if not in 


items. In a falling price market 
inventories have to be marked 
down. Price policies are criti- 
cised. Many costly consumer 
services must be continued. The 
retailers’ effort to maintain sales 
are strenuously increased. The 
manufacturers and wholesalers 
are pressing them for business. 
“It is timely to have a round 
table on ‘The Retailer’s Respon- 
sibility to Consumer and Pro- 
ducer,” where the retailer’s 
policies and services and rela- 





tionships can be threshed out.” 











GANZER AGAIN V. PRES. 
DULUTH SHOW CASE CO. 

W. F. Arndt, recently elected 
president of the Duluth Show 
Case Co., Duluth, Minn., 
nounces the return of John H. 
Ganzer, on April 1, as vice-pres- 
ident and sales manager of the 


an- 





JOHN H. GANZER 


organization. After a record of 
10 years with the Duluth com- 
pany, Mr. Ganzer went with 
the Van Duyne-Moran Fixtures 
Co., St. Paul, and Minneapolis, 
Minn., as sales manager, which 
firm he left to return to Duluth 
Show Case Co. 

Mr. Ganzer is recognized as 
one of the country’s leading au- 
thorities on modern merchandis- 
ing methods as applied to retail 
hardware stores. 

According to the announce- 
ment, the Chicago, Ill, and 
New York City offices of the 
Duluth company will be con- 
tinued. The Chicago office re- 
cently moved to Room 1416 
Merchandise Mart, while the 
New York office remains at 101 
Park Ave. No other changes 
have been made in the execu- 
tive personnel of the company. 


HENRY G. KLEIN IS 
MANUFACTURERS’ AGENT 


Henry G. Klein has been. ap- 
pointed representative in Illinois, 
Indiana and, Wisconsin for Win- 
sted Hardward Mfg. Co., Win- 
sted, Conn., and E. T. Fraim 
Cloth Co., West Chester, Pa. 


FREICK AND STEPPRUD 
BACK WITH H. D. HUDSON 


H. C. Freick and L. Stepprud 
recently returned to the sales 
force of H. D. Hudson Mfg. Co., 
Chicago, Ill. They will cover 
North Dakota territory. Several 
years ago the two men left to go 
into other lines. 


HARDWARE AGE 


























Norge Sink Type 
51-S Refrigerator 


The Norge Corp., of 
Detroit, Mich., subsid- 
iary of the Borg-War- 
ner Corp., has added 
the model 51-S_ sink 
type electric refriger- 
ator to the 1931 line. 
It has cubical con- 
tent of 5.12 cu. ft. 
shelf area of 8 sq. ft., and dry zero insulation. Exterior 
dimensions are: Refrigerator height, 331/16 in.; machine 
compartment height, 19 in.; overall width, 4714 in.; com- 
partment width, 23 in.; depth over cabinet, 2114 in., and 
over door, 221%4 in. Right and left models are optional. The 
Rollator, Norge cold-making mechanical unit, is included, as 
well as combination cold control and defrosting switch 
mounted inside cabinet, shelves resting on bakelite buttons 
with no hooks, and self-closing porcelain ice compartment 
door. Norge Watervoir, a water and beverage cooler having 
a gallon capacity is optional extra equipment. Corners in food 
compartment are easily cleaned and all tubing is completely 
enclosed. Non-tarnishing chromium-plated hardware is stand- 
ard equipment. 








Son-ny Sand Box 
and Canopy No. 220 


Son-ny sand box No. 220 with canopy is made by the 
Dayton Toy & Specialty Co., Dayton, Ohio. It has removable 
tent, which can be set up separately. Measurements are 











36 x 48 x 13 x 60 in., overall height. Weight each is 75 lb. 
Tent is made of genuine waterproof canvas. No. 110 sand 
box with canopy top measures 36 x 36 x 11 x 52 in. 





Swartzbaugh Display for 
Conservo Steam Cookers 

The Swartzbaugh Mfg. Co., Toledo, Ohio, offers this five- 
color four-piece set for combined display with the cookers 
themselves. There are two large attractive cards reinforced by 
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easels and four five-color cards, for insertion inside the actual 
cookers, illustrating what can be cooked. Display material 
is free to dealers for use in conjunction with two cookers. 
Display cards for the Everhot cooker are also available. 





Ileo Screen Door Closers 


Ilco Senior screen door closers retail at a suggested price 
of from $1.50 to $2.00, while the list prices on the Ico Junior 
type are from 75c. to $1.00 each. Each of these screen door 





























clusers have solid brass cylinders and a scientifically de- 
signed leather washer and steel expansion ring, which main- 
tain efficient suction. They may be used on either right 
or left hand doors. A wide range of adjustment is possible 
by turning a convenient regulating screw. Independent Lock 
Co., Fitchburg, Mass., is the maker. Upper cut shows Senior 
while lower cut is of Ilco Junior. 








Star-Rite Waffle [ron 


and Automatic Toaster 


The “Colonial” waf- 
fle iron, offered as part 
of the Star-Rite line, by 
the Fitzgerald Mfg. Co., 
Torrington, Conn., lists 
at $7.95, in chrome fin- 
ish with heat indicator. 
Handles are engraved 
black material. Silk 
thread cord is of 5 ft. 
and is equipped with 
miniature plug. Wat- 
tage is 600. Automatic 
toaster No. 529CP, made 
by the same company, 
lists at $10. It is two- 
slice model of oven type, 
with chrome _ finish. 
Toaster operates at 115 
volts, 880 watts. Di- 
mensions are 742 x 914 x 4 in. Base width is 61% in. 
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Universal Automatic 
Adjustable Iron 


Universal adjustable au- 
tomatic wrinkle-proof iron 
No. E7193, offered by 
Landers, Frary & Clark, 
New Britain, Conn., is a 
1000-watt unit, with heat input, said to be over one and a 
half times greater than that of the standard hand iron. Heat 
control may be regulated for fine fabrics, blankets, etc. Iron 
weighs 6 lb. It has mahoganized handle, 6 ft. red and black 
cord, round heel, for ironing in all directions and finely 
tapered point as well as beveled sole plate. List price on 
chromium model is $8.95. 





Crestoloy Wrench 


Crescent Tool Co., 
Jamestown, N. Y., 
produces the Cresto- 
loy wrench, made of 





230° THINNER 
200°/e STRONGER 











TOUGHER THAN EVER 
—s, Crestoloy steel, 
which is_ thinner, 
neater and stronger 


than the regular Crescent wrenches. Although of greater 
strength than the Crescent wrench they are one-third thinner. 
much lighter and easier to handle; they have a wider range 
of usefulness says the maker.. Each wrench is packed in 
individual box with inner envelope of transparent water- 
proof paper. There are three sizes, AC16, AC18 and AC110. 
Sizes, capacities and weights are 6 in., 34-in. capacity, weight 
5 oz.; 8 in., 15-16-in. capacity, weight, 8 oz., and 10-in. size, 
114-in. capacity, weight 13 oz., respectively. Three cut- 
outs are offered, showing thinness, strength and toughness, 
by use of men portraying those three qualities. 





Deniston “led-hed” Nail 
Demonstrators Sets 

The Deniston Co., 4856 S. Western Ave., Chicago, IIL, 
supplies dealers handling “led-hed” roofing nails with this 
interesting counter demonstrator set. It shows an actual 
Deniston “led-hed” nail being driven through corrugated roof- 





ing into a roof. The other demonstrator unit shows the 
nail after it is driven, cut in half, illustrating just how the 
lead seals the nail hole. These sets are available free of 
charge to dealers. 





Sterling Porch Chair 


This chair has wooden 
frame with canvas seat and 
back rest. It is so built 
that the user can sit up- 
right or lie almost horizon- 
tally in it. The Sterling 
Woodenware Co., Sterling, 
Tll., makes the chair, which 
is equipped with foot rest. 
Adjustments are made by 
the weight of the body and 
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slight pressure on the foot rest. Frame is of hardwood and is 
available in green or orange, while the canvas is of an awn- 
ing stripe of fast colors. Chair ready for use weighs 171% lb. 
Suggested retail selling price is $7.50 each. 





Health-Maid 
French Roaster 


Health-Maid, Inc., 
Cleveland, Ohio, 
Division, the Mon- 
arch Aluminum 
Co., makes the 
E115 French roast- 
er of extra-heavy : ™ 
cast aluminum. It has capacity for a 10-lb. roast or fowl and 
is intended for waterless cooking. Cover is of self-basting 
type and roaster may be used either on top of stove or in oven. 








Stay-On Self-Locking 
Garbage Pails 


The Stay-On Mfg. Co., 
Dover, Ohio, manufactures 
Stay-On self-locking garbage 
pails with raised concave 
bottoms and_ heavy bails. 
Locking device is simple, 
neat, and is said to be sure 
and positive to such a point 
as never to get out of order. 
Hot galvanized pails are 
~ equipped with stamped split 

ears (four rivets to each ear 

and two rivets to each split). 

Pails made from galvanized 
cad sheets are furnished with im- 
proved rivet butterfly ears. Bodies are available in plain or 
deep vertical corrugation types, reinforced at top with double 
set of heavy horizontal swedges. These pails are designed 
to nest up to the ears, permitting a saving in freight charges 
as well in floor space for display purposes. Pails list at 
$12.25 to $29.45 a dozen, according to grade, etc. 





Blackhawk Treasure Island Display 


The Treasure Island 
display stand is offered 
to’ dealers and _ whole- 


sale distributors by the 
Blackhawk Mfg. Co., 
Milwaukee, Wis., for 
showing a complete range 
of “Chief” wrenches from 
extra small to heavy duty 
series. There are four 
panels for showing the 
wrenches. Four _ sets: 
7ORD, 30CD, 26QD, and 
14BD are displayed on a 
shelf running around the 
island. Stand features 
chromium plating set off 
against a dark blue back- 
ground. The display 
stands 6 ft. high, weighs 
535 lb., and is sturdily 
constructed of sheet steel 
backed by wood. Display comes complete from the factory 
with the wrenches mounted on the four panels and the sets 
ready to be’placed on the shelves. List price is $419.55. 
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Hardware Demand 
Gains Moderately 


New York, April 15.—Influ- 
enced by the rather general 
prevalence of fair and mild 
weather in most sections of the 
country, the nation’s hardware 
demand continues to make mod- 
erate seasonal gains, HARDWARE 
AcE will say tomorrow in its 
weekly market summary. Re- 
ports from the leading market 
centers indicate that general 
conditions are gradually attain- 
ing a nearer normal status. 

In the main, prices are fairly 
steady and are being maintained 
as well as could be expected un- 
der the circumstances. Promi- 
nent manufacturers of some 
types of hand tools have recent- 
ly made substantial price reduc- 
tions on their products. Hand 
saws, axes and pliers were the 
principal items affected. 

Collections, while still charac- 
terized as “slow,” have shown 
slight improvement within the 
past week, which is attributed to 
the improved business being en- 
joyed by most dealers. 





Week’s Price Average Was 
75.3 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Univer- 
sity has announced that wholesale com- 
modity prices for the week ended 
April 14, and based on Dun’s quota- 
tions, average 75.3 per cent. 

The March average was 75.9. The 
purchasing power of the dollar, on 
a 1926 basis, was 132.9. The March 
average was 131.8. 

Crump’s index of English prices for 
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the week on the revised 1926 level was 
67. The March average was 66.9. 

The Italian index on the revised 1926 
basis for the week ended March 28 
was 54.5. The February average was 
54.7. 


Bank Debits Increased 
In Week Ended April 1 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board 
by banks in leading cities for the week 
ended April 1, aggregated $12,078,- 
000,000, or 14 per cent above the total 
reported for the preceding week and 
32 per cent below the total for the 
corresponding week of last year. Ag- 
gregate debits for the 141 centers for 
which figures have been published 
weekly since January, 1919, amounted 
to $11,335,000,000, as compared with 
$9,982,000,000 for the preceding week. 


Car Loadings Declined 
In Week Ended March 28 


Loadings of revenue freight for the 
week ended March 28 totaled 740,079 
cars, according to the car service divi- 
sion of the American Railway Asso- 
ciation. 

This was a reduction of 1863 cars 
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below the preceding week this year 
and a reduction of 145,245 cars below 
the same week last year. It also was 
a reduction of 229,117 cars below the 
corresponding week of 1929. 

Loadings for the week compared 
with the same week last year follow: 

Miscellaneous freight, 286,951 cars, 
a decrease of 68,625 cars; merchan- 
dise less than carload lot freight, 222,- 
528 cars, a decrease of 22,737 cars; 
coal, 126,292 cars, a decrease of 21,236 
cars; forest products, 34,797 cars, a 
decrease of 20,864 cars; ore, 6183 cars. 
a reduction* of 3071 cars; coke, 6992 
cars, a decrease of 3439 cars. 


W. T. Grant Sees Improvement 
In General Business Conditions 


Business is getting better, according 
to W. T. Grant, chairman of the board 
of the W. T. Grant Co., who has said: 

“Manufacturers’ stocks seem to be 
in good condition. The Grant com- 
pany recently advertised to spend a 
million dollars in cash for distress mer- 
chandise, -but we received few offers, 
and some manufacturers advised us 
that their shelves were bare. In some 
lines, such as cotton goods and shoes, 
some manufacturers have so many 
orders they are unable to make prompt 
deliveries.” 





Kelly Axe & Tool Works Announce 20 Per Cent Reduction 
In Dealer Prices On Kelly Axes and Similar Edged Tools 


The Kelly Axe & Tool Works of the American Fork & Hoe Co., Charleston, 
W. Va., have announced reductions averaging 20 per cent,in the dealers’ cost 
prices of Kelly axes. The new prices became effective on April 1. Typical re- 
ductions on several of the most popular types of Kelly handled axes are shown 
by the following comparisons: 


Grade New Dealer Former Dealer 

Type Brand of Handle Price, Doz. Base Price, Doz. Base 
Single Bit Perfect No. 1 $16.35 $18.85 
Single Bit Flint Edge No. 1 15.75 18.25 
Single Bit Champion No. 3 13.50 15.50 
Double Bit Perfect No. 1 20.95 24.45 
Double Bit Flint Edge No. 1 19.75 23.25 
Double Bit Champion No. 2 16.50 20.00 


(Prices Quoted Are F.0.B. Charleston, W. Va.) 

Corresponding price reductions were made on hunters’, boys’ and house axes. 
Coincident with the announcement of lower axe prices, the company has advised 
the trade of reduced prices on Fall City and Champion nail hammers; the 16-oz. 
bell-faced types are now quoted at $6, as compared with the former price of 
$6.60; 16-oz. Fall City Vanadium hammers were reduced from $8.50 to $8, while 
16-oz. Fall City Champion, octagon neck, were reduced from $7.80 to $7.30. 
(Hammer prices quoted are per dozen f.o.b. Charleston, W. Va.) In addition 
to the revised prices, now being announced, the complete line of Kelly hammers 
and hatchets was lowered in price on Sept. 1, 1930. 
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1929 Sales of Nails and Spikes 
Not Made in Wire or 
Rolling Mills Are Reported 


(From Our Washington Bureau) 

With total 1929 sales aggregating 
$13,017,000, manufacturers engaged 
primarily in the production of nails 
and spikes, exclusive of those made 
in rolling or wire mills, sold $6,615,- 
000, or 50.8 per cent to industrial con- 
sumers, according to a report just made 
available by the Census of Distribu- 
tion. The remaining sales were made 
as follows: 31.2 per cent, or $4,051,000, 
to wholesalers; 13.1 per cent, or 
$1,708,000, to manufacturers’ own 
wholesale branches, and 4.9 per cent, 
or $643,000, to retailers. The total 
‘sales made from factories amounted to 
$11,309,000. Of this amount, 19 per 
cent, or $2,153,000, was made through 
manufacturers’ agents, selling agents, 
brokers and commission houses.  Thir- 
teen plants reported making sales in 
this way. . 

The report covers the sales by 55 
establishments engaged primarily in 
the manufacture of cut nails, brads, 
and spikes; wire nails, brads, and 
spikes manufactured from steel wire; 
cut tacks; horseshoe nails; railroad 
spikes and: staples. It does not cover 
the sales of nails and spikes made in 
rolling mills or wire mills. 





Year’s Construction 
Expenditures Estimated at 
6'2 Billion Dollars 


Constructive work in the United 
States will employ two million men at 
the peak season of 1931. The con- 
struction program for the year runs 
to 6% billions of dollars, exclusive of 
the expenditure for sites, according to 
The Business Week. A little more 
than half of this amount will come 
from public works. 

A recent Department of Commerce 
survey places the construction program 
of the National Government at 700 
million dollars; the combined programs 
of State, counties and cities at 2700 
million dollars, and additional highway 
projects at 100 million dollars. Mean- 
while residential construction is esti- 
mated to run about a billion and a half 
dollars, with an equal amount to be 
spent for private construction of the 
non-residential type. 





Heavy Rains Have Revived 
Trade in Agricultural Sections 


Among the important factors which 
make for business recovery are the 
general rains which have fallen in 
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many areas of the United States in the 
last few weeks, according to reports 
received by the Treasury and Agricul- 
tural Departments. Drought-afflicted 
areas have been particularly bene- 
fited. 

Much more rain is needed, officials 
say, because of the protracted dry 
spell, but there is already a consider- 
able restoration of confidence among 
the farmers because of the better pros- 
pects for crops. Banks also have 
taken a more liberal attitude toward 
agricultural loans. , 

While officials admitted the pésition 
of the farmer is still precarious, never- 
theless they feel more optimistic than 
for many months. Any improvement 
in the agricultural situation will stimu- 
late buying of fertilizer, seed, ma- 
chinery and other products at the coun- 
try and small town stores, and they 
will make larger purchases from whole- 
salers, jobbers and manufacturers, 
forming the initial phases of a cycle 
of better business. 





Chain Store Sales Approach 
Last Year’s Levels, Says Report 


With the exception of the mail-order 
houses, chain stores are rapidly ap- 
proaching their sales in 1930 despite 
the general decrease in retail prices, 
according to a tabulation by Merrill, 
Lynch & Co. The compilation includes 
the March sales of twenty-nine chain 
store organizations and three mail- 
order houses with total sales of $146,- 
261,412, compared with $153,328,172 
last year, a decrease of 4.60 per cent. 
The three mail-order companies showed 
a decrease of 8.94 per cent, while those 
of the twenty-nine chains declined 2.56 
per cent. 

For the first three months of this 
year the showing was even better, due 
probably, as suggested ,by Merrill, 
Lynch & Co., to the fact that March of 
last year contained five Saturdays, 
against four this year. The sales of 
the chain stores for the first quarter 
of this year decreased only 1.18 per 
cent, and those of the mail-order com- 
panies 12.17 per cent. “Sales of the 
thirty-two organizations combined fell 
off 4.90 per cent. 





Simplified Practice 
Recommendation on Forged 
Tools Is Being Submitted 


A summary report of the second 
revision conference on simplified prac- 
tice, recommendation No. 17, covering 
forged tools, recently held in Pitts- 
burgh, Pa., under the auspices of the 
division of simplified practice of the 
Bureau of Standards, has been mailed 





to all interests for their consideration 


and signed acceptance. Several items 
have been added to the revised recom- 
mendation in order to meet railroad 
requirements and other consumer de- 
mand. In addition, the eye number 
has been incorporated in the list and 
is indicated opposite each item where 
it is a part of the tool in question. A 
schedule of standard lengths, where 
applicable, also has been included. 
This second revision, if accepted by 
the industry, is to become effective 
July 1, 1931, and will remain in force 
for the period of one year. 





Sears, Roebuck Executive 
Hails Better Business 


Lessing J. Rosenwald, senior vice- 
president of Sears, Roebuck & Co., re- 
cently asserted in Atlantic City that 
there was no question but that business 
conditions in the country were greatly 
improved. He had just returned on 
an inspection trip through the South. 

“Our business is of such a nature 
that it is regarded by business obser- 
vers as an accurate barometer of eco- 
nomic conditions,” he said. 

“Improvement is slow but steady, 
and there™is every indication in our 
business to convince us that the ad- 
justment period is fairly well com- 
pleted. 

“In the industrial centers, generally 
speaking, the improvement is more no- 
ticeable than in the agricultural dis- 
trict.” 





Index of Farm Wages 
Lowest Recorded Since 1916 


At 127 per cent of the prewar level 
on April 1, the index of farm wages 
was 2 points lower than at the begin- 
ning of the year, 35 points under a 
year ago, and at the lowest level re- 
corded since 1916, according to the 
Department of Agriculture. 

The 2-point decline in the index 
from Jan. 1 to April 1 was most unus- 
ual since it occurred during a period 
when farm wages ordinarily advance 
due to the increase in demand for 
workers during the spring planting 
season, the department said. This sea- 
sonal advance averaged 4.7 points for 
the period 1926-1930. During the cur- 
rent year, farm wages showed a ten- 
dency to advance or hold steady only 
in that area north of a line extending 
from the southern boundary of Nebras- 
ka to the southern boundary of Mich- 
igan and in the northern half of the 
Far Western division. 

The supply of farm labor was 112.9 
per cent of normal on April 1 as com- 
pared to 99 a year earlier. 
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MEMPHIS 


March Sales Gain—F ur- 
ther Increase Expected 


(From the Memphis Correspondent of HARDWARE AGE) 


Mempuis, April 14. 


OBBERS’ sales during the month 

of March show a little increase in 

volume and a big increase in 
character. 

Last month we said that there was 
a better feeling getting hold of deal- 
ers and consumers and we seemed to 
sense the fact that business was just 
around the corner. This month, we 
believe, we have a confirmation of that 
feeling in the volume increase. 

Inclement weather has _ retarded 
business some this month, but we usu- 
ally have balmy days here in April 
and are expecting it now. Therefore, 
our prediction is that continued im- 
provement and increase will be expe- 
rienced by local jobbers this month. 


IMPORTANCE OF HOGS 


That the farm smokehouse is soon 
to be a legend may be true of other 
sections, but certainly not of West 
Tennessee. While in that section a 
few weeks ago, we were definitely im- 
pressed that the people of that thrifty 
section of diversified farming were not 
overlooking the importance of hogs to 
the farmer. There were numbers upon 
numbers of finely preserved and hick- 
ory-smoked hams in any number of 
retail stores priced at figures ranging 
from 18c. to 22c. per Ib. 


WEST TENNESSEE 


Observations on the trip through 
West Tennessee bring the realization 
more forcefully to us than ever before 
that diversified farming is the solution 


to practically all of the farmers’ prob- 
lems. 

While the tenants and small oper- 
ators in “one crop” sections are seek- 
ing the bread lines and are suffering 
all sorts of discomforts, farmers in this 
section enjoy comforts a-plenty. 

In the stores in this prosperous dis- 
trict we observed an abundance of 
home-grown potatoes, both Irish and 
sweets, and quantities of sorghum mo- 
lasses, peas, etc. On the racks were 
seen many smoked hog jowls and on 
the farms we could see great patches 
of turnips and greens. In many stores 
there were stacks of cases of fine to- 
matoes, packed in local canneries, and 
in some sections here were peas packed 
locally also. 

Inquiry disclosed that the dealers. in 
that section have supplied their entire 
needs of all these and other staples 
by purchasing from their rural cus- 
tomers. A bad time for produce dis- 
tributors but a mighty healthy condi- 
tion for the farmers and dealers. 


PRICE REVISIONS 


Price changes during the month are 
not material. In fact, are negligible. 
The most important now in mind, be- 
ing new prices on all factory brand 
Disston’s hand saws. This change goes 
through, and includes, jobbers’, deal- 
ers’ and consumers’ prices. 

Other price adjustments noted are 
plumbing supplies and leather goods. 
There are declines on items in both 
these lines, but not of a radical or ex- 
treme nature. 





CHICAGO 


(Chicago office of HARDWARE AGE) 
Cuicaco, April 14. 
‘ ) iat weather is stimulating the 


hardware business, but hardly at 

the rate expected in some quar- 
ters. Several items, however, are mov- 
ing at rather remarkable speed. Roller 
skates are probably the most active. 
Warm days have ben bringing out the 
shoppers and evidently a good many 
of the retailers have been caught short 
of stock, for the jobbers’ telephones 
have been busy. The call for some 
seasonal lines has been brisk of late. 
Screen wire and lawn fencing are 
among the active items. 


APRIL 16, 1931 


Increase Is Sub-Normal 
Building Shows Gain 


CONCERNING SPECIALS 

For some months dealers have been 
pressing the wholesalers for “specials” 
with which to compete against the 
chains and the jobbers have been re- 
sponding with the same measure of 
enterprise. Some believe that there 
may be too much of an effort in this 
direction and that the sale of quality 
merchandise in the hardware stores is 
likely to suffer. Such opinion fears an 
abject surrender to price appeal. Op- 
posing opinion believes that the hard- 
ware dealer must buy for a low resale 
price whether he likes it or not and 
that his policy in inevitably under the 
control of public buying habits. 





BUILDERS’ HARDWARE 


Builders’ hardware business is still 
slow, but there is hope for some degree 
of improvement. Based on permits 
issued for new structures, building 
projects in Chicago for the first quar- 
ter of 1931 were double those of the 
first quarter last year. Much of this 
improvement is accountable to the pro- 
jected Marshall Field building, which 
will cost $12,000,000. Deducting that 
figure, however, the excess over the 
first quarter of 1930 is approximately 
$2,000,000. The total for January, 
February and March, 1930, was $14,- 
659,500; that for the same months this 
year was $28,460,500. It will take 
some months more for all this pro- 
jected construction to get under way 
and actually afford relief to the un- 
employment situation. Group residen- 
tial construction is in prospect for sev- 
eral of Chicago’s metropolitan sections. 


NAILS AND FENCING 


Mill price schedules on wire nails 
and fencing are steady and well main- 
tained by mill salesmen. The only 
price-cutting occasionally reported is 
from some jobbers who seem ready to 
sacrifice their small margins on almost 
any inquiry. However, the advance of 
10c. per cwt., put into effect March 7, 
is generally charged by all sellers. 
The market for carriage and machine 
bolts is strengthened by the gradual 
withdrawal of concessions on the part 
of the smaller mills. 


OUTDOOR GOODS 


Outdoor goods of all kinds are show- 
ing renewed life. With the picnicking 
and touring season soon at hand, the 
demand is improving for lunch kits, 
vacuum bottles, etc. Such bottles are 
selling at figures as low as a dollar. 
A motor kit with two one-quart bottles, 
lunch tins and paper table-ware, is 
now, retailing at $10. Grass seed and 
lawn fertilizer are active. Some early 
movement of lawn rollers has begun to 
register. The usual winter drive for 
future orders of lawn mowers did not 
stimulate much advance _ business. 
Travelers report a considerable carry- 
over of lawn mowers in retail stock. 


LEATHER TRENDS HIGHER 


Three weeks ago hides were selling 
at 6c. per lb., the lowest price on 
record since 1894; today they are sell- 
ing at around ten cents. Market 
observers here say that such an ad- 
vance must sooner or later be reflected 
in the price of leather and leather 
goods. The demand for harness, strap 
work, collars, sweat pads, etc., is ex- 
pected to be good. A reduction of 
about 20 per cent has been made on 
Klein pliers, bringing the resale to the 
lowest price in years. 
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KANSAS CIT 


(Kansas.City office of HARDWARE AGE) 
Kansas City, April 14. 


f YHE advent of spring days and 
an encouraging amount of mois- 
ture have combined to help put 

hardware men in a better mood now 
than they have felt for a long time. 
From the wholesaler’s point of view, 
this has meant an increased movement 
in fishing tackle and golfing equip- 
ment. One wholesaler finds that, 
owing to the recent spurt, he has 
already sold more golfing equipment 
than he sold during all of the past 
year. Tennis goods also have shown 
an upward trend, although the tenden- 
cy seems to be toward inexpensive rac- 
quets. 


RETAIL ACTIVITY 


From the retailer’s point of view, of 
course, the manifestation of the activ- 
ity in such lines is still rather delayed, 
but will nevertheless materialize, for it 
is a certainty that dealers have been 
underestimating rather than overesti- 
mating their needs, buying rather con- 
servatively, and only when resale of 
the goods seemed most probable. At 
any rate retailers have seen fit to order 
sporting goods from their wholesalers 
in anticipation of a good market in the 
near future. 


AMMUNITION 


Activity in shotgun shells is gen- 
erally rather slight, except in the case 
of dealers in Kansas City, some of 
whom are fortunate in getting the busi- 
ness of local trapshooting clubs. How- 
ever, small calibre cartridges are mov- 
ing out to a steady market, which has 
been somewhat augmented by milder 
weather in recent days. 


MISCELLANEOUS LINES 


Aside from a few scattered small 
items, builders’ hardware is very slow. 
The reduction on poultry netting which 
took effect some weeks ago apparently 
has had little effect on the market. 


COLLECTIONS 


M. G. Riley, secretary of the Retail 
Credit Association, characterizes col- 
lections in all retail businesses as be- 
tween good and fair, in view of the 
comparatively low volume that pre- 
vails in most businesses. Mr. Riley 
finds grounds for belief that the buy- 
ing public is about due for a spending 
come-back in the fact that “Downtown 
Day,” staged a few days ago by the 
merchants of Kansas City in an effort 
to bring larger numbers of people to 


58 


the downtown sections through special 
low-priced bargains, was a great suc- 
cess in spite of inclement weather that 
doubtless prevented many shoppers 
from going downtown. 

“From present indications,” says Mr. 
Riley, “I look for a gradual improve- 
ment in volume and in collections 
which should approach something like 
normalcy next fall.” 


SPRING GOODS 


In the way of spring goods this 
season promises to be a banner one for 
fertilizer, because the public seems to 
be going in stronger than ever for 
beautiful Jawns and hedges, as is mani- 
fest in the good sale of grass seed 
and shrubbery of all kinds. Not all 
dealers stock shrubbery and _ rose 
bushes, but those who do are enjoy- 
ing a new source of profit with. which 
they are highly pleased. 


LAWN MOWERS 


While the season is yet too young 
to ascertain the possibilities for lawn 
mowers, indications point to a good 





Sentiment Has Improved 
Sporting Goods Active 


season. Practically all retailers have 
had them on display for some time 
now, looking toward the time when 
buyers are ready. Last year quite a 
number of machines were lopped off 
near the close of the season at re- 
duced prices, and it remains to be 
seen whether this will have much 
effect on the coming market. At any 
rate, it is quite unlikely that this sum- 
mer will be anything like as dry as 
last, a supposition that is encouraging. 
In the summer of 1930 it was so hot 
and dry that grass was dried up where 
it was not carefully watched. If the 
present rate of precipitation is a fair 
indication of what to expect in the 
next few months, in all probability 
there will be more need for lawn 
mowers than there was the past season. 


PAINTING MATERIALS 


Screen enamel is stepping right out 
in front to take the lead in household 
paints, with enamels and lacquers not 
far behind. Home refinishing and re- 
habilitation” is counted on by dealers 
as one of the best sources of trade. 





CLEVELAND (00. 


(Cleveland office of HARDWARE AGE) 


CLEVELAND, April 14. 


CTIVITY in the local hardware 
A market shows some improve- 
ment over last month. Spring 
weather has put more life in the de- 
mand and it is bringing out an in- 
creased volume of orders for seasonal 
merchandise. Many retailers deferred 
buying spring goods longer than usual 
this year. Staple merchandise is also 
moving in a little better volume and 
in larger lots than recently. However, 
the credit situation is causing many 
retailers to restrict their purchases. 
These are cramped by slow collections 
from their customers and are unwill- 
ing to buy more than they can con- 
veniently pay for. 


MARCH JOBBERS’ SALES 


Jobbers’ sales during March were 
about 15 per cent below those of March 
last year, which was a better showing 
than in February as compared with the 
same month in 1930. Spring weather 
the past day or two has materially 
stimulated retail business in seasonal 
merchandise. 


ACTIVE LINES 


Garden hose, trowels, rakes and 
plows are in good demand. With 
housecleaning season at hand, house- 
cleaning supplies, such as mops, mop 
sticks, cleaners, wringers, washboards 
and brooms are moving well. Quite a 
little lawn hose is now being bought by 
retailers who did not purchase their 
hose last fall. There is still consider- 
able activity in grass seed and fertil- 
izers. Insecticides have started to 
move. Paint and varnish brushes are 
quite active, but paints and varnishes 
are still rather quiet.. There is a fair 
volume of activity in bolts and nuts, as 
retailers are placing orders to round 
out their stocks. A good seasonal de- 
mand has sprung up for galvanized 
sheets. However, roofing material is 
slow. 


WASHING MACHINES 


Lower prices on washing machines 
have helped to stimulate activity in that 
line. One jobber reports that he sold 
about as many washing machines in 
March as during the same month last 
year. 
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SPORTING GOODS 


Sporting goods are beginning to 
show more life. Jobbers report a 
moderate volume of business in fishing 
tackle and in golf, baseball and tennis 
goods. They are looking for a very 
good season in golf goods. Automobile 
tires are moving quite well. 


PRICE REVISIONS 


Competition is resulting in consider- 
able price irregularity on numerous 


PITTSBURGH 


(Pittsburgh office of HARDWARE AGE) 
PittspurcH, April 14. 

EATHER conditions, which 

have been holding back the 

hardware business in recent 
weeks, have improved considerably, 
and jobbers generally report an im- 
proved demand for seasonable items. 
Fertilizer has continued very active, 
and with it sales of garden tools, in- 
cluding rakes, spading forks and hoes, 
have picked up. Lawn tools are less 
active, but continued warm weather 
will undoubtedly stimulate this line 
considerably. In the case of lawn 
mowers, however, retailers’ stocks are 
large, having been carried over from 
last year in many cases because of 
drought conditions. While this carry- 
over is also reported on lawn tools in 
general, the lighter items are not ex- 
pected to be so seriously affected as 
lawn mowers. 


OTHER LINES DULL 


With the exception of seasonable 
items, jobbers find business rather dull. 
Most retailers are gradually allowing 
their stocks of staple goods to be re- 
duced, and are ordering only when 
immediate needs present themselves. 


TWIN 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, April 14. 

ITH spring work well started 

in the agricultural sections of 

the Northwest tributary to 

the Twin Cities, there seems to be a 
steady demand for merchandise that 
will further this work. Call for steel 
goods for lawn and garden work is 
showing improvement, and lawn hose 
is beginning to sell. Spring weather 
and spring activities seem to have defi- 
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products. However, not many price 
changes are reported. The Kelly Axe 
& Tool Works of the American Fork 
& Hoe Co. has announced a 20 per cent 
reduction on axes and a somewhat 
smaller reduction on hammers. New 
jobbers’ prices to retailers appear in 
the General Market News Section of 
this issue. Prices on Disston hand saws 
have been reduced approximately 714 
per cent. Reductions in various per- 
centages have been made on Atkins 
Silver Steel saws. 





Paints are beginning to move in better 
volume, and sales thus far in April 
appear to have been relatively better 
than other lines. Demand for auto- 
mobile tires is also somewhat heavier 
than it was last year. 


PRICE INFORMATION 


A 20 per cent reduction in the price 
of axes has been announced by one 
maker. Bolt, nut and rivet quotations 
are well maintained in the Pittsburgh 
district, despite talk of weakness in 
some territories. Nails continue to 
firm up, and the $2.15 per keg quota- 
tion now being named by most jobbers 
is adhered to in the majority of sales. 
Demand seems to be slightly better 
than usual, as many persons are doing 
considerable repair work around their 
homes in connection with spring house- 
cleaning. In that connection retail de- 
mand for housecleaning supplies has 
been very active, and jobbers are re- 
ceiving frequent rush orders for many 
items. Painting ingredients are well 
maintained at recent low levels, with 
turpentine quoted at 67c. per gal. in 
barrel lots, and linseed oil at 10 2/3c. 
per lb. White lead is unchanged at 
13.25c. per lb. 


CITIES 


nitely come to this northern part of 
the country, and work and merchan- 
dise is going accordingly. 


HIGHWAY BUILDING 


Highway building programs are un- 
der way in these States, and hundreds 
of men have been put to work at this 
activity. The annual trek to the farms 
has been going on for the past two 
weeks, and transient labor, which has 
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GENERAL CONDITIONS 


Collections are still rather unsatis- 
factory, although no worse than they 
have been. The industrial situation in 
Cleveland shows very little improve- 
ment. The monthly report of the 
Cleveland Chamber of Commerce for 
March covering metal-working indus- 
tries showed a slight decrease in em- 
ployment during that month as com- 
pared with February, although the 
average hours of employment increased 
over the previous month. 


Seasonal Demand Increases. 


Price Revisions. 


STEEL INDUSTRY 


Conditions in the steel industry have 
failed to improve, but recent declines 
in specifications have been checked. 
The larger companies, with diversified 
lines of products, in this territory have 
not been forced to sharply curtail op- 
erations, but some of the smaller mills 
have reduced production both in their 
raw steel and finishing departments. 
Blast furnace operations are holding, 
and a large steel works stack was re- 
cently blown in. Steel prices continue 
weak, but more strength has developed 
in the heavy hot-rolled products, and 
open reductions on sheet steel may tend 
to stabilize the market at lower levels. 
Demand for tin plate continues good, 
and operations have risen to 85 per 
cent of capacity. 


COLLECTIONS 
Collections in the hardware trade 
seem to be still growing worse. Many 


buyers who have always been counted 
on to discount their bills are falling 
down im payments, and jobbers find 
this far more disturbing than meeting 
difficulties with their poorer risks. As 
the spring season advances, it is be- 
lieved that collections will improve. 


Spring Goods Are Active. 
Improvement Is Apparent. 


figured largely in statistics as to un- 
employment, is again being employed. 


FARM PROSPECTS 


Precipitation, so long awaited in 
many parts of the Northwest, has been 
quite general, and enough moisture 
has fallen to make spring work on 
the farms very encouraging. Prospects 
for a better crop year than last are 
very good in almost every part of the 
Northwest. Without doubt the wheat 
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acreage will be cut in many parts of 
the country, and perhaps this much- 
talked-of product may get a chance 
to retire from the pages of newspapers 
long enough for the discovery to be 
made that the Northwest’s revenue 
does not depend on wheat, but is 
largely otherwise produced. It has 
been repeatedly stated that this part 
of the country is in better condition 
than any other, and with construction 
work and road work gradually increas- 
ing, and dealers somewhat reluctantly 
admitting that business is not so very 
bad, this year should show a steady 
improvement. 


ACTIVE LINES 
Although the opening of the fishing 


BOSTON 


(Boston ‘office of HARDWARE AGE) 
Boston, April 14. 


HINGS are running along in the 
hardware business as well as 
could be expected in view of 
recent weather conditions. During the 
past week New England experienced a 
conglomeration of sunshine, rain, sleet, 
snow and freezing temperatures. Or- 
ders received from day to day by shelf 
hardware jobbers fluctuated in volume 
in accordance with the particular 
weather prevailing. The turnever of 
merchandise for the week, however, 
showed a seasonable increase as com- 
pared with the previous week, but did 
not hold its own as compared with the 
corresponding period last year. Con- 
trasted with other retail lines, hard- 
ware’s showing is creditable. 


SNOW SHOVELS SOLD 


Last week the Boston & Maine Rail- 
road was obliged to operate its snow- 
plows on certain stretches of its lines. 
Hardware jobbers received written and 
telephone calls for snow shovels from 
merchants in individual towns and 
cities; as they are rarely sold in April, 
this occasioned considerable comment 
in local wholesale circles. 


FISHING TACKLE 


Sales of all kinds of fishing tackle 
speeded up noticeably the past week, 
due, presumably, to the fact that the 
trout season in Massachusetts opens 
tomorrow, April 15, and State authori- 
ties have seen to it that the angler’s 
favorite streams are well stocked with 
trout, especially in the western half of 
Massachusetts. According to precedent, 
the ice should be out of Maine fishing 
grounds before long, and it is antici- 
pated sales of tackle will then increase. 
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Weather Retards 


season is still in the future, tackle is 
coming in for a good share of atten- 
tion. Many stores are featuring this 
line in window and store displays, and 
the fishing fan is showing interest. 
Automobile tires are beginning to sell 
more freely. The low price is attrac- 
tive enough to the car owner, so that 
it encourages dispensing with the 
doubtful tire equipment and replacing 
it with new. Summer accessories are 
likewise beginning to attract attention. 


CONSTRUCTION 


Building work seems to be gaining 
slightly with the advance of spring. 
Residence building is apparently im- 
proving, although it is still below the 
former average for this time of the 





Demand— 
Comeback Is Rather Slow 


SPRING MERCHANDISE 


There has been a really heavy move- 
ment of rakes out of jobbers’ stocks 
of late, including hay, as well as lawn, 
garden and bamboo. As a matter of 
fact, sales of all kinds of lawn acces- 
sories are very satisfactory, including 
lawn mowers, rubber hose, rollers and 
hose reels. Practically every order 
calls for some garden tools. The move- 
ment of poultry supplies, especially 
brooders and netting, is normal. All 
kinds of fencing, as well as posts and 
insecticides, are selling better than 
heretofore. Steel goods in general, 
but particularly spading forks, and 
long and short handled shovels, are 
moving in a satisfactory manner. 


LITTLE ITEMS WANTED 


The volume of sales of little items 
is surprisingly good. Such items as 
screws, brads, tacks, ‘staples, hose 
couplings, hose washers, hasps, catches, 
copper rivets, and bolts and nuts figure 
conspicuously on a great many orders. 
Paints, varnishes, shellacs, paint re- 
movers, brushes, steel wool and related 
items are engaging public attention, 
and the retail dealer often finds it nec- 
essary to replenish stocks. Marine 
hardware sales are steadily increasing. 
In contrast, the call for roofing mate- 
rials, building papers and window 
glass appears to have fallen off some- 
what. Pruning tools are still in de- 
mand. 


COMEBACK IS SLOW 


Further improvement in the unem- 
ployment situation is noted. The come- 
back in business, nevertheless, is slow, 
and there is nothing that indicates it 
will not continue slow the remainder 
of 1931. The revival is hampered to 





year. The larger cities were perhaps 
overbuilt as to separate dwellings a 
few years ago, but this condition has 
been overcome by the natural growth 
of the cities, and residence construc- 
tion work is again more in evidence. 
The season has barely started, and it 
is difficult to predict how large a gain 
will be made in this direction. 


COLLECTIONS 


Reports from credit departments of 
many of the larger stores seems to 
indicate that collections are holding up 
very well. In the contract departments 
payments on the whole are being kept 
up about as well as at any time, and 
new business is keeping pace with pre- 
vious percentages of the store’s sales. 


a considerable degree by keen com- 
petition for every bit of business that 
presents itself. If there is a postoffice 
to be built, local contractors have to 
compete with those located as far west 
as Chicago and St. Louis. If you want 
to build a home there are forty after 
the job. If you are a retailer of hard- 
ware or anything else and offer an 
article of merchandise at an attractive 
price, some ‘competitor shades the 
price a little more. Such competition 
belittles profits. 


COLLECTIONS SLOW 


Collections are still slow, according 
to retailers and wholesalers alike. 
Credits are being very carefully 
watched, however, and while certain 
accounts may appear rather extended, 
there are remarkably few distress 
spots. 

A revision in prices on Erector toys, 
showing no changes on certain items 
and moderate reductions on others, is 
the most important happening in quo- 
tations of late. 





Alcoa Plant of Aluminum Co. 
Receives 4 Million Pound Order 


An order for 4,000,000 lb. of sheet 
aluminum has been received by the 
Alcoa, Tenn., plant of the Aluminum 
Co. 

This is a strong indication that the 
new plant is rapidly gaining capacity 
in an operating schedule and will soon 
be able to maintain a full-time oper- 
ating schedule. 

It was also announced that the 
heavy rains of the past few weeks, 
and especially the past week, has al- 
most completely restored the supply of 
water at the various dams of the plant 
of the Aluminum Co. The present 
average level is estimated to be 85 per 
cent of normal capacity, as against less 
than 40 per cent in January, 1931. 
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PHOENIX 


ly doubled the amount of stored 

water impounded a year ago. This 
will increase revenue from _hydro- 
electric power and insure an abundance 
of water for all agricultural needs. The 
spring lettuce crop is now being har- 
vested in the Salt River Valley. Qual- 
ity is good and markets fair. Between 
4000 and 5000 acres of new citrus 
plantings are contemplated. Cotton 
planting will be delayed because of 
pink boll worm regulations, and the 
acreage will be reduced, according to 
present estimates. The cantaloupe 
acreage will also be reduced slightly, 
it is expected. The first crop of alfalfa 
is now being harvested in some locali- 
ties with some hay of 1930 crop car- 
ried over. Range cattle are in good 
condition and the outlook for livestock 


[i somes reservoirs have near- 


LOS ANGELES 


USINESS conditions generally 
B continued quiet during March, 

but with certain indications 
pointing to an approaching pick-up 
with the opening of the spring season. 
Building construction stepped up over 
the February record by 16 per cent, 
with a proportionately larger number 
of jobs provided. Bank debits were 
about parallel with February, though 
slightly larger in number. Employment 
rose by nearly two points on the Indus- 
trial Index. Among the important in- 
dustries activity and progress are gen- 
erally evident. 


OTHER INDICATORS 


Postal receipts increased 12 per cent 
over February; Stock Exchange trans- 
actions were still down. Wholesale 
trade and retail trade reports show low 
figures and little activity. 

Agricultural conditions throughout 
the district were adversely affected by 
lack of spring rainfall. 

Water commerce showed an increase 
over February, but averaged lower than 
during March, 1930. The neighboring 
western States report agricultural and 
livestock normally good, with some im- 
provement in employment, and con- 
struction projects being pushed. 


BANK DEBITS 


Business activity, as measured by 
the volume of bank debits, was very 
little different in March than in Feb- 
ruary. The total debits were greater 
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Unemployment Less Severe 


Road Building Speeds Up 


in general is optimistic. Hatcheries re- 
port fewer sales this season than last. 


EMPLOYMENT 


Relief organizations report consider- 
able improvement in the unemployment 
situation. Slightly increased mining 
activity gives employment to a few 
more. Some increase in construction 
relieves the unemployment situation 
and seasonal demands will absorb a 
considerable number on the farms. 


ROAD BUILDING 


Every effort is being made by the 
State Highway Commission to speed up 
road work and contracts are being 
awarded for road construction in all 
parts of the State. This work is being 
rushed to furnish employment to as 
many citizens of the State as possible. 





during the past month by 15 per cent, 
but the average daily debits were about 
the same. Compared with March, 1930, 
debits were down approximately 20 per 
cent. For the first quarter of the year, 
money transactions were below those 
for 1930 by 18 per cent. March fell 
below the rate set by January and Feb- 
ruary. 


RETAIL TRADE 


From latest Federal Reserve reports 
it is learned that retail sales during 
the first two months of the year were 
114% per cent below those for the same 
period of 1930. This is very little more 
than the average price decline of com- 
modities, so that the actual falling off 
in volume was very small. Stocks on 


Federal funds will be available for a 
considerable mileage in addition to 
State work. 


MINING INDUSTRY 


Copper prices remain around 10c. 
a pound, with the larger producers 
holding for more. Demand is light. 
In the meantime, several companies are 
doing development work and making 
improvements. The Old Dominion at 
Globe has slightly increased the num- 
ber of men employed, and the Calumet 
and Arizona at Lowell is now installing 
the largest hoist in the State. The. 
Phelps Dodge Company, at Clifton, is 
remodeling its foundry in order to sup- 
ply castings required by the company. 
Several gold mines are showing re- 
newed activity. The census of mines 
and quarries, just released, shows Ari- 
zona to have produced 74 per cent of 
the total value of all asbestos produced 
in the United States for 1929.—By 
M. E. Bemis, Phoenix Chamber of 


Commerce. 


Pick-Up Is Indicated 
March Building Increased 


hand were 144% per cent below those 
of a year ago, indicating a very liquid 
condition. Collections were about the 
same. 


WHOLESALE TRADE 


Latest available figures on wholesale 
trade in southern California, released 
by Isaac B. Newton, Federal Reserve 
agent, show that business is much 
slower than a year ago. The drug, fur- 
niture and grocery lines have shown 
the smallest declines, with dry goods 
and hardware showing the largest fall- 
ing off. Price declines account for 
some of the decrease in volume, of 
course, since the change from the pre- 
vious month is not large——Los Angeles 
Chamber of Commerce. 





Fewer Business Failures 
Occurred During Week 
Ended April 4 


Fewer business failures were re- 
ported during the week ended April 4. 
The reduction in the number of de- 
faults being as large as any which has 
occurred in recent months. 

R. G. Dun & Co. reported 549 fail- 
ures, a drop of 105 in the week, but 
the total is still 46 in excess of the 
record a year ago. Bradstreet’s re- 
view indicated a total of 449 defaults, 
an improvement of 113, but the total 
as shown by the review was 10 above 
the 1930 total. 


All sections of the country joined in 
the improvement, the South showing 
the best relative gain. According to 
Dun & Co., the South was the only sec- 
tion to report fewer failures than for 
the same week a year ago. 

Bradstreet’s, discussing the numbers 
of businesses which failed by size of 
capitalizations, said: “Of the number 
failing this week 71.7 per cent had a 
capital of $5,000 or less, against 72.2 
per cent last week and 68.1 per cent 
in the corresponding week of last year. 
Those with a capital of $5,000 to $20,- 
000 furnished 17.8 per cent of the total 
number, against 17.9 per cent last week 
and 24.6 per cent last year.” 
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URING March retail sales vol- 
ume in the Albuquerque dis- 
trict were near normal, but 
declines in prices have become effec- 


tive. Retailers are adjusting them- 
selves to the new conditions. 


AGRICULTURE 


In 1930 a greater tonnage of farm 
crops was produced on the Rio Grande 
irrigation project than in 1929, but the 
gross total money value was less. The 
total value of all crops on the project 
in 1929 was $10,644,670 and average 
acre value $76.30. In 1930 the total 
value was $8,104,803 and average acre 
value $58.01. Average acre yield of 
cotton in 1930 was 445 pounds. Crops 
for 1930 on the Carlsbad project were 
good, cotton making 16,963 bales of 
500 pounds, and 6949 tons of cotton- 
seed crop totaling 178,758 pounds. Al- 
falfa hay crop made 12,891 tons with 
average price of $18 a ton. Alfalfa 


NEW 


New York, April 14. 


ETROPOLITAN _ wholesalers 
report a well-sustained demand 





for most seasonal lines. In 
some instances jobbers declare that 
sales are comparing very favorably 
with the same period of a year ago. 
As a rule, however, it appears that 
current sales in the majority of whole- 
sale establishments are running from 
10 to 15 per cent behind April, 1930. 
While spring merchandise is in good 
demand, the call for most staple lines 
is rather light. Within the past few 
weeks an improvement has been noted 
in the demand for merchandise of the 
type used in construction projects. 
Further declines in manufacturers’ 
quotations on several lines have served 
to make the trade extremely cautious 
in buying other lines, on which no re- 
adjustments have as yet been made. 


IN CURRENT DEMAND 


At the present time the following 
items are especially active: screen 
hardware, window screens, screen 
wire, hose reels, lawn rollers, fertil- 
izers, sprinkler cans, garden hose, in- 
secticides and fungicides, spraying 
equipment, lawn goods, folding chairs, 
garden and lawn tools, lawn mowers, 
grass catchers, painting materials, 
poultry netting and supplies, pruning 
tools, hedge shears, wheelbarrows, 
lawn fence and steel posts. House- 
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ALBUQUERQUE 


seed crop totaled 178,758 pounds with 
price of 1344c. a pound. Portales Val- 
ley raised 235,000 crates of sweet po- 
tatoes in 1930. 


BANKING 


At the close of 1930 there were 54 
State and national banks operating in 
the State with total resources of $48,- 
594,000 and deposits of $41,793,000, 
each bank serving 2268 square miles 
of territory with $396 of resources per 
square mile and a density of popula- 
tion of 3.42. Per capita deposits were 
$99. Resources of 18 building and loan 
associations aggregated $5,111,329.91, 
as compared with $4,805,512.51 in 
1929, an increase for the year 1930 of 
$305,817.40. 


CONSTRUCTION 


Highway construction contracts let 
so far this year total $3,200,000, the 
total program for the year will total 





YOR Seasonal Goods Are Active— 
March Sales Were Off 


cleaning items of all descriptions are 
also in excellent demand. Electric 
clocks continue to be a very active item. 
Electric irons are also moving in good 
volume. 


FACTORY EMPLOYM ENT 


An increase of 1.5 per cent in fac- 
tory employment in New York State 
for March compared with February, 
making the index of employment 77.8 
per cent, or 15 per cent below that of 
March, 1930, and 22 per cent below 
that of March, 1929, was announced 
recently by Industrial Commissioner 
Miss Frances Perkins. 

Industrial employment figures for 
New York City, however, showed an 
upward swing more than double that 
of the average for the State, being 3.2 
per cent for the month. 

Miss Perkins also reported in- 
creased activity in clothing and leather 
goods here which helped account for 
the improved showing made by New 
York City. A falling off of business in 
metal shops and railroad work showed 
2 per cent loss in Buffalo. A 2 per cent 
gain in employment in Troy, Albany, 
Schenectady and Binghamton districts 
was also noted. 


MARCH CONSTRUCTION 


Advancing over February but lag- 
ging behind March of last year, con- 
struction contract awards in the metro- 
politan area totaled $74,159,000 during 


Retail Sales Near Normal 
Building Permits Show Gain 





approximately $8,000,000. The Federal 
Government will start construction on 
a new Veterans’ Bureau Hospital at 
Albuquerque in April. Building per- 
mits at Albuquerque show increase 
over this time last year. Construction 
work active throughout State and indi- 
cates large building program for 1931. 


LIVESTOCK 


Ranges generally very good, pros- 
pects best in years. Condition of stock 
very good, particularly breeding ewes. 
Expect good’ lamb and calf crops. If 
1930 prices prevail no money will be 
made by livestock industry in 1931. 


METAL MINING 


Metal mining remains quiet with low 
prices and curtailed production. Oil 
production moves up about 2000 bar- 
rels a day in State-——By Edgar Knight, 
Secretary, Albuquerque Chamber of 
Commerce. 





March, according to F. W. Dodge 
Corp. 

Residential building still takes the 
largest proportion of the total or $35,- 
760,400. In fact, it nearly doubles the 
$19,374,800 reported in March of last 
year for this construction class; $27,- 
393,100 is reported in non-residential 
building for the month just ended and 
$11,005,500 in public works and utili- 
ties. 

An improved demand has already 
become noticeable for builders’ hard- 
ware and tools, which is expected to 
show further gains in the near future. 


PRICE INFORMATION 


Due to the keen competitive situation 
resilting from a buyer’s market, prices 
on several spring lines are not being 
well maintained. Concessions are be- 
ing granted rather freely and price 
shading is not at all unusual. Dealers’ 
cost prices on Kelly axes have been 
lowered approximately 20 per cent and 
new prices on some of the most pop- 
ular numbers in the line will be found 
on the General Market News page in 
this issue. Copper is now being quoted 
at 934c. per lb. 


COLLECTIONS 


Although a slight improvement is 
reported in the credit situation, col- 
lections for the most part are slow and 
can only be characterized as being fair- 
ly . satisfactory. 
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Bait to lure the 


S 

.22 Rifle Shooters 
Pictured here is a small reproduction of 
one of our new displays for window, 
counter or showcase. This gives but a 
faint idea of the striking, eye-catching 
quality of the display in full color which 
is 18 inches high by 1114 inches wide. 

There will be other cards featuring 
Kleanbore Hi-Speed .22’s, and leaflets 
giving the full story of Remington’s 
pioneer work in developing this mar- 
velous new ammunition. 


National advertising in boys’ publica- 
tions, farm, sporting and general maga- 








See 


























zines will tell every shooter about the These displays will link your store 
25% average increase in velocity-35% with this national advertising. Kleanbore 
in some sizes; the 50% average increase is America’s chosen Ammunition. Let 
in power—80% in some sizes. The your customers know you have it. Your 


longer range. The supreme, unrivalled jobber will supply you... Don’t submit 


accuracy. to substitutions. 


The Greatest Value Ever Offered— 
The Remington Standard American 
¢« ° 


Dollar Pocket Knife 
President 











REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City Telephone, Digby 4-0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 


© 1931 R.A.Co. 
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Hor orr THe Nam Kec 


Angry Business Man: “See 
here! You told my secretary 
that you wanted to see me on 
a matter of life or death.” 

Bright Young Man: “I do. 
I want to get you to insure 
yourself.” 


Friend: “Whom does your 
little son look like?” 

Happy Father: “His eyes 
are mine, the nose is my 
wife’s, and his voice, I think, 
he got from our auto horn.” 





“Bachelor” — A man who 
doesn’t have to hang all his 
clothes on one hook in the 
closet. 


The old lady was very ill. 
She sent for her niece and 
said: “Sarah, I am going to 
die, and I don’t want anyone 
to be fooling about it. When 
you come to lay me out, I 
want to be laid out in my 
black silk dress; but take out 
the back panel and make 
yourself q dress from it.” 

Sarah said: “Oh, Aunt 
Mary, I don’t want to do that. 
When you and Uncle John 
walk up the golden stairs, I 
don’t want people to see you 
without any back in your 
dress.” 

“They won’t look at me,” 
the old lady replied. “I 
buried your Uncle John with- 


” 


out his pants! 


A dealer in South Georgia 
carried Rastus Johnson dur- 
ing the spring and summer so 
that Rastus could make his 
cotton crop. It turned out to 
be a good year and Rastus 
had enough money to pay his 
account at the store and still 
have some left over. 

After paying his account, 
he went across the street and 
bought quite a lot of goods for 
cash. The dealer who had 
given Rastus so much credit 
learned of this and the next 
time he saw him said: “Ras- 
tus, I carried you all spring 
and summer and now you go 
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across the street and buy stuff 
for cash. What’s the idea?” 

“Why, Mistah Boss,” re- 
plied Rastus in a surprised 
tone, “Ah didn’t know you-all 
sells fo’ cash!” 

A new advertising medium 
has been discovered in a 
tombstone at Dijon, France, 
which tells the world that: 

Here lies 
Pierre Mercier, Innkeeper, 
1848-1903 
Inventor of the celebrated 
Mercier Omelet. 
His son 
In the same business on Dole 
Street possesses the unique 
recipe of the famous 
Mercier omelet. 





CoopERATE—Remember the 
banana; every time it leaves 
the bunch it gets skinned. 





Bridget has been dis- 
charged. , 
Extracting a $5 bill from 


her wage roll, she threw it to 
Fido. 

Then the shocked mistress 
heard her exclaim: 

“Sur’n I niver fergit a 
friend; that’s fer helpin’ me 
wash the dishes.”—Life. 





If all the Fords in the 
world were placed end to 
end in a single line—98 per 
cent of them would leave the 
line to try and cut in on the 
one ahead. 


My wife’s sense of humor is 
bad. The other day I heard 
a good conundrum and de- 
cided to catch her on it. 
“Why are men like mules?” 
I asked her when I went 
home. 

“Don’t judge all men by 
yourself,” was her meaning- 
less answer. 





How doth the little janitor 
Improve each shining min- 
ute? 
By banging on the steam pipe 
To show there’s steam with- 
in it! 





“Why are you so pensive?” 
asked the widower. 
“I’m not pensive,” she re- 


plied. 


“But you” haven’t said a 

word for twenty minutes.” 
y 

“Well, I haven’t had any- 
thing to say.” 

“Don’t you ever say any- 
thing when you have nothing 
to say?” 

“No ” 

“Will you be my wife?” 


Dear Editor: “Speaking of 
dogs, what is the difference 
between Tracy’s new dog and 
the planet Mars?—Jokester.” 

Jokester: “Well, er, for one 
thing, we know that the dog is 
inhabited.” 


Music Teacher: “Your 
daughter is improving, but 
somehow when she gets to the 
scales I have to watch her 
pretty closely.” 


Mother: “She’s like her 
father. You know, he made 
his money in the retail 


grocery business. 


A farmer engaged the ser- 
vices of Weary Willie in ex- 
change for lodging and board. 
All went well for a week or 
so, and then the farmer 
routed out the newly hired 
man about 3:30 one morning. 

“What’s up, boss?” queried 
the hobo, drowsily. 

“Time to get up and go to 
work.” 

“What’s the big idea?” 

“We're going to reap.” 

“Reap what?” 

“Oats.” 

“Are they wild coats?” 

“Wild oats? Of course not, 
why?” 

“Well, if they ain’t wild 
oats, why do we have to sneak 
up on ’em like this in the 
dark?” 





The pet joke of a certain 
community was to offer a dime 
and a nickel to Jed, the town 
half-wit. The poor fellow al- 
ways took the nickel, because 
it was larger. 

One day a stranger, having 
been told about Jed, made 
the customary offer of a dime 
and a nickel. When Jed took 
the nickel the visitor asked 
him: 

“Don’t you really know the 
difference between a_ nickel 
and a dime?” 

“Sure I do,” answered Jed 
with a crafty smile, “but if I 
took the dime they’d never 
try me no more!” 


I’ve often said the lad was 
dumb 

Who put himself upon a 
diet. 

I little thought the time would 
come 

When I should be the one 


to try it. 
= 


And bitter gibes I gave the 
man 

Who tinkered with his over- 
size. 

I'll eat my words now, if I 
can, 

For I myself must slender- 
ize. 


I hold the person who recants 
Is sometimes wiser than one 


deems. 
Take me—I’ve bought a pair 
of pants, 
And do not want to rip the 
seams. 


Storekeeper: “Shall I draw 
the chicken for you, madam?” 

Young bride: “No, thank 
you, your description is quite 
sufficient.” 


Prospective Purchaser: 
“What do you have in the 
shape of automobile tires?” 

Saleslady: “Funeral 
wreathes, life preservers and 
doughnuts.” 
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Are You Falling for the Shell Game? 


BY 


E. B. GALLAHER 


Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


Are you one of those who are driving friendly manufacturers to ignore the inde- 
pendent merchant? 


I will state immediately that no matter what unthinking merchants do to us, we will 
not change our 30-year-old policy of strict Jobber-Dealer distribution. 


But it does hurt when we find some jobbers and some dealers handling, 
and even pushing, competitive articles of known inferior quality, which 
are being hawked about direct to chain stores and catalog houses by the 
manufacturers themselves—and at prices which permit these people to 
sell to the consumer at what the independent merchant has to pay. 


Think it over. eure asec 
NOW GENTLENVEN, You'LL SEE THE 
’ PEA UNDER THE LEGITIMATE JOBBER-DEALER CuP! 
GEE, p 
HONEST !/ a 













I wonder how many independent merchants 
check up the items stocked by the chains and ‘“™ ie 
catalog houses which they, too, are stocking! I & 
wonder if they realize that this sort of thing gives  &* 
the chains and catalog houses their only opportu- f 
nity of “convincing” the public that they sell 
cheap—which they don’t ! 


a 





nai 





moil-order 
cu 


A 
The most dangerous thing a merchant can do | ii i y 
is to stock identical merchandise handled by cut- | Wey 
price institutions. The merchant who buys from | 
a manufacturer who undersells to cut-price insti- 
tutions cuts his own throat. 


E. B. GALLAHER: 
Clover Mfg. Co., Norwalk, Conn. 


CLOVER MANUFACTURING COMPANY A You may send me, without obligation, samples of: 





| Green-Stripe Sandpaper. __ 


NORWALK, CONN., Uz. S. A. a | Red-Stripe Turkish Emery Cloth—for polishing. 


| Yellow-Stripe Aluminous Oxide Cloth—for cut- 
| ting hard metals. The universal shop abrasive. 


SANDPAPER % | Clover Grease-Mixed Grinding Compound. 


Clover Water-Mixed Valve-Grinding Compound. 


METAL-CUTTING CLOTHS 


H _Name_ | 


CLOVER GRINDING AND LAPPING COMPOUNDS |, Address 


i Character of business 
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Stock Starretts .. . 
display them... 
and you win the 
best customers 
you can have: the 
skilled machinists 
who appreciate the 
finest quality, in 
tools and in every 
other line you 
carry. 


Write for information on Starrett 
Dealer Helps; for extra copies of 
Starrett Catalog No. 25 “a” 


THE L. S. STARRETT CO. 
World's Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled 
Steel Tapes—Standard for Accuracy 
ATHOL, MASS., U. S. A. 


50th Anniversary of Starrett Tools 1880 — 1930 














Women Help Seitz Build 
Store Traffic 


(Continued from page 31) 


ingly, suggested cleaners, recom- 
mending a new waterless cleaner 
that is well recommended, and 
calling attention to the store’s 
offerings of sponges, chamois, 
etc. For lawns the suggestion 
was made that the store was of- 
fering an excellent fertilizer, to- 
gether with lawn seed bringing 
wonderful results. 

“Of course, if a woman buys 
some grass seed, we don’t sug- 
gest to her that she look over 
our offerings in coal shovels. 
Grass seed may suggest pack- 
ages of flower seeds, fertilizer 
for the lawn, and similar related 
items.” 


Some Women Are Natural 
Missionaries” 


Mr. Seitz declares that it is a 
good plan to have a select group 
of women among the customers 
who are known to be leaders in 
their neighborhoods. Each one 
of the stores keeps a list of such 
women who are good customers, 
and who are known as being in- 
terested in new things that come 
out. These women are_ then 
called on the telephone when 
something new comes in. Or a 
letter is written to them, asking 
them to stop in and look over 
some item. 

When a new time and labor 
saving device for the kitchen was 
recently stocked, clerks in each 
store called up a group of key 
customers and told them about it. 
Quite a few of these women 
came came in later and pur- 
chased them. When a _ new 
washer, selling at a lower price, 
was offered, the clerks called up 
these women. A thousand cards 
were sent out, and the outside 
man then followed up these con- 
tacts by personal calls. Women 


who were known to be regular 
patrons of the store and good 
boosters, were asked to suggest 
the names of friends who might 
be interested in a new washer. 
An offer of $5.00 worth of col- 
ored enamelware was made if 
the customer gave the store the 
name of someone who later pur- 
chased a washer. Through this 
100 or more names were secured 
and at the time of this writing 
10 sales were made, with more 
to be closed later. 

This spring the Seitz-Breiden- 
bach stores are getting the names 
of members of the local garden 
clubs and are writing to them 
and offering them a booklet on 
planting which is published by 
a Columbus, Ohio, manufac- 
turer. Through these contacts 
the stores hope to increase their 
sales on garden tools, seeds and 
supplies. 


Cultivate Women Boosters 


Mr. Seitz is a great believer 
in the value of cultivating a 
group of women boosters for the 
store in each community. As an 
aid in this, the stores render a 
variety of little services to pa- 
trons that are highly appre- 
ciated. Women bring in their 
electric toasters, their iron cords, 
their vacuum cleaners and other 
pieces of home equipment when 
any slight repairs are needed. 
They also bring a child’s wagon 
to the clerk and ask him to put 
a new bolt in it. A small sale 
may be made from such service. 
but the biggest result is in the 
good will that is built up through 
it. 

When a customer buys a 
screen door, or is getting some 
painting done around the home, 
she invariably calls up and asks 
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the store to send somebody over 
to do the work. Each store is in 
communication with such work- 
men and is glad to turn the-call 
over to them. 

The Seitz-Breidenbach Co. is 
headed by Mr. Seitz and F. S. 


Breidenbach. The stores oper- 
ate an electrical supply business 
in connection. Mr. Seitz has 
been in the hardware business 
24 years, and is president of the 
Dayton Retail Hardware Deal- 
ers’ Association. 





One Third of Glick’s Volume 
Is Paint 


(Continued from page 33) 


manufacturer, who circularizes 
the lists with appropriate sales 
literature, color cards and letters 
at no expense to the store. Dem- 
onstrations have also been found 
an effective means for increas- 
ing sales. 

Turn-over in Glick’s paint de- 
partment is so rapid that a week- 
ly delivery from the manufactur- 
er’s branch at Newark is fre- 
quently insufficient. Telephone 
calls are frequently made for re- 
plenishments. It is the custom of 
the store to carry quite a heavy 
reserve stock, and this practice 
has been a business builder. If 
the customer needs, 6, 8 or 12 
gal. of paint in one color, Glick’s 
are almost certain to have it 
in stock. Morristown has a pop- 
ulation of about 15,000, and 
seven other stores compete with 
the firm for the paint buyer’s dol- 
lars, but few are as well pre- 
pared to serve their require- 
ments. 

A costly experience led Mr. 
Glick, in planning the new store, 
to construct a fireproof storage 


room for paints in the basement. 
It is built entirely of concrete 
and has been the means of re- 
ducing the insurance rate for the 
store about 10 per cent. It has 
another advantage in that any 
amount of inflammable liquids 
may be carried in stock. As the 
store does a large business in 
benzine, naphtha, high test gaso- 
line, etc., for cleaning purposes, 
the fireproof room is a decided 
asset. Turpentine, alcohol, lin- 
seed oil, as well as the reserve 
stock of paint, is also stored in 
the room. 

Linseed oil, turpentine and 
other popular painting materials 
of popular nature that are re- 
ceived in bulk form are put up 
by the store in suitable contain- 
ers, ready for the customer. Sec- 
ond hand bottles of 16- and 32- 
oz. sizes in uniform shapes, and 
in clean condition, are purchased 
for this purpose. The same ap- 
plies to gallon and 5-gal. cans. 
The containers are filled and la- 
beled. Similarly the firm puts 
up its own shellac, buying it 
ready mixed in barrels. 





Can You Figure These? 


A man bought a saw for $4 and a 
plane for $3, and gave the hardware 
man a $10 bill. Being short of change, 
the dealer took the bill to the bank 
and received a $5 bill and five $1 bills. 
Returning to the store he gave the 
customer his change and the goods. 
Later the bank informed him that the 
$10 bill was counterfeit, and he was 
forced to make good. 
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How much was his loss and why? 


A hardware man presented a check 
for $63 to his bank for change. He 
requested the money in the form of 
six bills, but said that he did not want 
any $1 bills. 

How did the banker make the re- 
quired change? 


(Look on page 69 for answers) 
































MASTER will re- 
lease the Fastest 
selling Padlock 


assortment ever 
offered to the 
Hardware Trade! 


Quick 
Turnover 
Bigger 
Profits 


for Every dealer 
—makes it desir- 
able to orderTwo 
or Three of these 


specials at a time! 


MASTER LOCK CO. 


World’s Largest Exclusive 
Padlock Manufacturers 


Milwaukee, Wis., U. S.A. 
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New Uses 
For Dazey Churns 


bri ak 
sphintiests Jobbers* Dealers 
Theyre Wonderful for | 


MIXING PAINT, LACQUER 
PASTE € CHEMICALS a4 


S| 
















Thousands of Dazey churns are now in 
use by painters, paper-hangers, chem- 
ists, manufacturers of patent medicines, 
beauty lotions and preparations of all 
kinds that require emulsifying. You 
can recommend them as the best mix- 

ers of liquids on the market. 


PUT DAZEY CHURNS ON DISPLAY 

IN YOUR PAINT DEPARTMENT 
Order from Your Jobber 

Dazey Churn & Manufacturing Co. &/S 


Saint Louis, Mo. ‘ 

















ON THE OUTSIDE 
LOOKING IN— 


Even the inquisitive youngster with 
snub nose pressed against your window 
is a prospect for a pair of skates or a 
camp axe. 
The commuter, the farmer, the house- 
wife, all who pass your. windows -judge 
Vee you and your merchandise by your 
window displays. 
“Business goes where it is invited—,” 
and you will find the window display 
ideas appearing constantly in HARD- 
WARE AGE of great assistance. 
Don’t neglect your best invitation to 
new and increased business. 
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HIS is how Cornwell & 
Kelty, Glendale, Cal., im- 
press upon the community 
that they have been in business 
there for twenty years. Some- 
times the constant restatement 
that a firm has been in ‘business 





‘trom Glendale News, March, 1911 
“s) after noon, fire broke 

» out in the old Hobbs place in 
Oak Kroll. The G ire 


SPRING IS HERE, INDEED 


Not only Li the calendar date, but the weather has been acting the 
only for the Lawn and Garden but for inside the home as°well’ We 
will be more than pleased to suppty yous mecds, cal ot 





Why Not SPRING STEEL 
Paint the House LAWN RAKE 
This Spring? 





The cost is not great — 
the bright new looks of 
your home will well re- 
y the cost, to say 
nothing of the protec- 
tion the paint gives. 





“Acme Quality” 
House Paint 
$3.65 “Gallon 
“Acme Quality” paint Price $1 00 
cover: more surface, ; _ 
wears longer than | | ate oan 'Boee alls bam 


“cheap” paint, costs less - 

boo rake will do and besides 
én the tong run. can be used as garden rake 
or for raking gravel, etc, 














The “DRAGON” GARDEN HOSE 
Self- Adjusting; (it Pays to Buy Good Hose) 
Ball Bearing Boston Woven Hose 


Will Give Years of Service 


LAWN MOWER %-in. size, 18¢ per foot 


14-inch Cut - maie n 
joneer “! ince” Hose 
$7.75 %-in. size, 10¢ foot 


Safety Step STOOL 
The Pinest Made 























A safe and rigid step ladder 
—a stool with foot-rest that 
may be folded out of the way 
Finely finished in ivory and 
black or ivory and green. 
Formerly Sold for $7.50 
Now $4.95 


Bion <  KELT 
CORNWELL! some! 


SPORTING GOODS 











\115 So Brann - “Pine Douctas404 


since 1911 becomes - stilted, 
monotonous and unnoticed, but 
these interesting items from the 
papers of twenty years ago serve 
to subtly but lastingly imprint 
the fact upon the minds of the 
customers. 

The rest of the ad is well ar- 
ranged and the merchandise 
offered well handled. The ad 
measured two columns by 10 
inches deep. 
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that make pipe threading 
easier, faster, with balanced 
stocks—build repeat business 


It is the clearance from the cutting points, 








the ‘‘ backed -off’’ design, that eliminat 

“ drag’ and makes ARMSTRONG BROS. 
Pipe Dies easy cutting. It's the stuff they're 
made of (Vanadium Tool Steel) that makes 
this improved design possible and that holds 
sharpness. The features of these dies include: 


Adjustable Pipe 
Dies 


Correct cutting angle 


Solid Pipe Dies 
Free cutting Top Rake 


“Backed-off” Chasers 
Ample Chip Clear- “ Backed-off’’ Chasers 
ance Correct Throat 
Vanadium Steel Angle 
Chasers Ample Chip Clear- 
Chasers solidly sup- ones 
ported (cast-weld- Special Vanadium 
ed into die body) Tool Steel 


ARMSTRONG BROS. Stocks have bodies of 
Certified Malleable Iron, are smoothly 
finished, accurately machined. They are 
handier, are balanced —carry the Arm-and- 
Hammer Trade Mark, the recognized mark 
of the “ Better Pipe Tools.’’ 


ARMSTRONG BROS. TOOL CO. | 
“The Tool Holder People” 


314 N. Francisco Ave., Chicago, U.S.A. 





2 





Write for Catalog B-27, 
176 pages of Quality Tools 


APRIL 16, 1931 


| ties” 


| fifth meeting, scheduled for the 


Chicago Salesmen 
Hold Sehool 


(Continued from page 38) 


Ehrlich and Miss Susanne Ehr- 
lich. 

The second set in the series, 
which consists of six lectures, 
was given on March 30, on the 
general subject of “Meeting Cus- 
tomers’ Needs.” The third set of 
lectures was given on April 6, 
and the general subject was 
“Helping the Customer to Buy.” 
At the fourth meeting, on April 
13, “Overcoming Sales Difficul- 
was the subject. At the 


evening of April 20, the general 
topic will be “Increasing the 
Customer’s Purchases.” The final 
meeting, on April 27, will dis- 
cuss “Know the Goods You Are 
Selling.” 

The course the Salesmen’s 
Club is presenting is designed 
especially for the purpose. It 
deals exclusively with the prob- 
lems which are facing merchants 
and their clerks every working 


day. The lessons it teaches are 
based on the actual tested experi- | 


ences of hundreds of successful 
paint dealers, all of whom were 
personally interviewed to gather 
the necessary data for the course. 
Every retail paint man in the 
Chicago district was invited to 
take the course. The only re- 
quirement was that a $2 fee foi 
the six lectures be paid. To as- 


' sure that value would be re- 


ceived, the club made an offer 
to refund the fee to anyone who 
attended the first meeting and 


| was not fully satisfied. 


Answers to Questions on 
Page 67 


(1) The dealer lost the merchandise 
and $3 in cash. Considering the value 
of the goods, and the fact that a sale 
had been completed, he was really out 
$10. 

(2) The banker made change as 


| follows: 


One $50 bill; one $5 bill; four $2 bills. 





400 Trumbull St. 











What's “His” 


Trade Worth 
to You? 


He’s hard-boiled about 
his purchases and thinks 
he knows more about 
quality tools than you 
do—and does; for he 
makes his living using 
them — this skilled me- 
chanic. 


Tools that 
the mechanic 

Arch buys, must 
Punch give many 
hours useful work. They 
must last—for tool costs 
mount up with him. 





But hard as the me- 
chanic is to suit, he’s the 
man who comes 
back most often 
—for tools are his 
ness. 


Plumb 
Bob 


busi- 


If keeping this skilled 
mechanic’s trade is worth 
while for you, then Ameri- 
can Swiss Mechanics’ Hand 
Tools will interest you. 


They are quality made, 
scientifically heat treated, 
rigidly inspected for the 





Knurl : 
Holder skilled mechanics’ trade. 
The name American 


Swiss ,(on precision files) 
has been a standard of ex- 
cellency with this trade for 
over 30 years. 





Send for tool catalog of 


complete line. Knurl 


American Swiss File & Tool Co. 
Elizabeth, N. J. 


Te 





SwisS 


TOOLS 


PRECISION FILES AND KNURLS 
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Full range from price 
leader to general pur- 
pose park basket. 
Each basket 3 


in 






































sizes. Nest for eco- [7 ete 
nomical shipping. oe 
' ae 
as i 
Union WT 
‘ a mies 
SAFE-T | Th 











Rubbish | MEE 


Burner 

















Retails at 


$400 


\\ 

















A NEW RUBBISH 
BURNER for a New 


Spring Demand . . . 


The Union Line is ready for the home owner. 
He is looking at his lawn ambitious for a clean-up. 
This is a natural demand, a selling force in itself 
for Rubbish Burners. Meet it half way and build 
up a nice seasonable profit. 

A new close mesh All-Purpose Basket heads 
the Union Line. Great strength and durability 
are provided by a close mesh of only one inch be- 
tween wires. And, the Union Safe-T Burner is 
still the leading value at the catchy price of $1, 
or 99 cents. 


Send a sample order if the 
Write for new catalog and 
prices. 


UNION STEEL PRODUCTS CO. 


602 Berrien St. Albion, Mich. 


Line up now. 
line is new to you. 
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The *Follow Through” 
in Modern Retailing 


ALK to prospective buyers, not at them. Show 

them that you are interested in the particular mer- 

chandise he or she may be inquiring about. Tell 
how it means a sure way to increased farm income or im- 
provements or the relative application of the product 
you wish to sell. Follow carefully sales tips and leads. 
Follow through with your customers and prospects in con- 
versation, necessary information and every point of in- 
terest in reldtion to the merchandise. Gentlemen, you will 
find it pays dividends in more sales. You have got to put 
up a stronger fight and will fare best now and even better 
in the future to come when consimers have begun to be 
more numerous and dollars to be spent more freely. 

“Follow-through” may not be. tied down to any one 
specific item, or any one specific method. It applies itself 
to all merchandise you carry—and it can be made effective 
in almost countless ways. 

Take for example, a manufacturer who is placing na- 
tional advertising back of the merchandise you handle. 
He is creating a demand for the goods on your shelves— 
and in order to help you tie up this demand with your 
store he provides you with direct mail literature—and he 
requests only that you send it out. Such literature is in- 
valuable in providing an effective and profitable “follow- 
through.” : 

The knowledge that store owners and clerks have re- 
garding items in stock is an essential part of “follow- 
through.” Any one who knows selling price can take an 
order—but it requires knowledge of use and application 
to turn lukewarm interest into a sale. 

Proper window and store displays, the consistent use 
of dealer helps and personal interest in every customer’s 
welfare are all a part of “follow-through.” It is signifi- 
cant that dealers who have adopted the aggressive habit of 
following one sales blow with another—who apply steady 


| but pleasant pressure to their prospects—are almost in- 


variably successful. It is also significant that dealers who 
are content to simply fill orders are the ones who com- 
plain most bitterly about the present state of business. 
Ohe of the best examples of “follow-through” that I 
know of is a hardware dealer in a neighboring state. 
Friendly, aggressive and with an excellent memory for 


| names, he has won the good-will of the entire vicinity. 


The interior arrangement of his store would do credit to 
many a big city establishment. The display of merchan- 





disé is always pleasing and his windows well-lighted at 
night, contain seasonable items. A firm believer in ad- 
vertising, he makes full use of merchandising literature 
and other dealer helps supplied him by various manu- 
facturers. 

Twice a year, in the spring and fall, he invites farm 
families within the county to visit his store and view a 
sort of miniature State fair. For these occasions Lv has 
made arrangements with the State Bureau of Agri’ uiture 
to supply educational exhibits, moving pictures and lec- 
turers. Various articles of merchandise are prominently 
displayed and signs emphasize their uses and advantages. 

Thus—with the aid of state experts he hammers home 
the need of modern methods in farming, farm improve- 
ments, etc.—ties up merchandise with the need—and has 
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developed a business that is far larger than his territory 
seems to warrant. 

In closing let me again state that “follow-through” may 
not be applied exclusively to any one item or action. It 
encompasses every phase of selling—it is the art of never 
overlooking a bet that might result in a sale. 

These are times in which courage and sound business 
thought must dominate. These are times which might 
have been chosen to test our stability and our future right 
to prosperity and high standards of living which has never 
before been attained by any people of the earth. To get 
your share of the business available “follow-through” in 
every one of your sales efforts. 
of time” to the period of prosperity that is “just around 
the corner.” “Follow-through” in every way not only 


now but in all the future years of your bnsiness activity. | 
—Dennis A. Merriman, Vice-president, American Steel | 


and Wire Co.. at the Iowa Convention. 


A Spring Window for the 
Small Store 


ROM David City, Neb., P. J. Pipal writes of 

this display on seeds: “Our spring window 

is one that we always feature above all oth- 
ers. We take great pride in it, and this one espe- 
cially, as we have had hundreds of compliments 
on it.” David City is a town of less than 3000 
population, but the story would be the same if from 
a smaller place or from a large city. Windows like 
this, with color featuring seasonal merchandise, if 
attractively arranged, will attract attention and 
build sales. 
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; , lain GRADE 
It will prove the “test | the mar 


_ AND 


| that shown herewith, abso- 


| from laboratory to home. 





FIRST HARDER built 
the first enamel- 
tined wood refrigerator 
awarded G “Bin 
Official laboratory tests. 
HARDER _ built 


FIRST the first steel re- 
frigerator awarded GRADE 
““B’’ in official laboratory 


tests. 
FIRS HARDER now 
builds the first 
porcelain refrigerator award- 
ed GRADE “A” in official 
laboratory tests—the ONLY 
“A” on 
the market !—illustrated at 
the right. 





all these tested 
z and proved re- 
frigerators are now sold 
with a guarantee similar to 


ENTATIVE CODk 1 
LATION AND MAINTAINED 
46.5 FUR THI way t ‘ t 


HOME AS RECOMM 
S BUREAU OF HOME £ 


lutely protecting dealer and 
customer against misrepre- 
sentation — carrying this 
proved quality all the way 





THESE PROOFS 
AND GUARANTEES 
SAFEGUARD YOUR 
BEST INTERESTS 


Here are outstanding PROOFS of TESTED QUAL- 
ITY and PERFORMANCE that need no added sell- 
ing arguments. Competing claims are not to be 
compared with these official records of dependabil- 
ity. These nationally-approved tests are today’s 
only sure method of measuring refrigerator merit. 


Every HARDER reproduction of a tested sample 
bears an ironclad guarantee that it is—in every 
detail of materials, construction and performance— 
exactly like the original tested model. 

Your sale of a perfectly performing refrigerator 
means a delighted and boosting customer—actually 
worth far more to you than the sale’s immediate 
money profit. Think that over. Then write for in- 
formation in regard to the HARDER “KLEEN- 
KOLD.” Decide right now to enjoy its profit pos- 


sibilities. 
REFRIGERATOR 


HARDER CORPORATION 


COBLESKILL, NEW YORK 
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Let The Children 
Sell Your Garden Tools 


Keep these miniature mowers in stock along 
with the real ones that ‘Dad’ uses. They are 
playthings that will bring traffic to your store 


and sales! 


The garden sets not only please the children 
but they are so sturdy that they have gained 


prominence as real garde 


n tools. 


It is not too late now to place an order for 


Arcade Toy Garden Sets 
through your jobbers, or 


, and Lawn Mowers, 
if they do not have 


them, direct from the factory. 


Write for our catalog. 





ILLINOIS 


New York 
200 Fifth Avenue 
Chicago 
Merchandise Mart 
Room 14111 


Dallas 


ARCADE =-TAYS 


ARCADE MANUFACTURING CO. 
FREEPORT 


BRANCH OFFICES: 


REPRESENTATIVES: 

J. T. Rowntree, Inc., 

D. D. Otstott San Francisco Portland | 
Inc. Los Angeles Seattle 

Santa Fe Bidg. Salt Lake City Denver 





Cash in on These 


SPRING LEADERS 



































Fly time! People 
calling for screen 
door checks! Show 
them the ROSE and 
keep the cash regis- 
ter ringing. Gives 
universal] satisfaction. 
Strong, quick, effici- 
ent, silent. Simple 
in construction, easy 
to install. And popu- 
larly priced. It’s a 
winner! 


Write for the Rose 
Selling Plan that will 
double your’ door 




















ness 
when 


Hastings on 
counter, 
whirling or station- 
100 per’ cent 


ary. 


adjustable. 
mist, spray, shower, 
stream — any 


tion. 


Low-priced. Strong. 
Handsome = 

Packed individually 

in attractive display HASTI Ay) G a 
carton. ADJUSTABLE 


Ask Your Jobber 
Salesman 


FRANK ROSE MFG. CO., Hastings, Nebr. 


General Sales Agent: JOHN H. GRAHAM & CO., INC., 113 Chambers 
e.. — ‘ey! 565 W. Washington St., Chicago, Ill.; 268 Market St., San 
rancisco, Cal. 


Lawn Sprinkler busi- 
simply booms 
you have a 


your 
Used either 


Throws 


direc- 









«check business. 


LAWN SPRINKLER 
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AND 


Write for Illustrated Price List 


THE GREEN CO., INC. 


GREEN’S 


SMALL PARTS 


CABINETS 


STOCK BOXES 


Attractive, Low Priced 
Hardware Fixtures 


NEW YORK 

















Multiplying 
a Good Thing 


After 


Hardware Age what do 
you do with it? 
not let others in on the 


you have read 


Why 


good thing? If you are 
a store executive it will 
help your business as a 


whole. 


If you are 


a 
buyer it will help your 
department. 


Hardware Age 





239 W. 39th St. 
New York City 
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Dealer and Jobber Exchange Congratulations at Golden Milestone 
In Business Relations 


N this “jazzy” age of rapid transportation, 

speedy communication and keen competition, 

business conditions are undergoing many 
changes. The average retail concern, due to the 
transitions, now has a shorter span of life. While 
the mortality rate among hardware stores is not as 
great as in many other retail lines, comparatively 
few hardware stores established fifty years ago are 
still in business today. Fewer still, of these, have 
continuously dealt with the same hardware jobber 
for a half-century. 

Just such a remarkable record exists between the 
Shapleigh Hardware Co., of St. Louis, Mo., and 
J. B. Boyer, hardware merchant of Potosi, Mo. 
Since 1881, these firms have maintained and en- 
joyed business relations that have been mutually 
profitable and pleasant. Appreciating the signifi- 
cance of the occasion, R. W. Shapleigh, president 
of the jobbing firm, appropriately congratulated 
Mr. Boyer in a letter, extracts from which are here 
quoted: 

“My dear Mr. Boyer: It isn’t often that we, or any 
one else, are privileged to write a letter of this kind 
and it is extremely rare for any one to be entitled to re- 
ceive a letter of this kind, because it is what might be 


called a Golden Anniversary Letter, inasmuch as it re- 

lates to Fifty consecutive years of close and intimate 

business relationship between yourself and us. 

“We congratulate ourselves most heartily for having 
you as a firm friend all these years. We can assure 
you this record of friendship is a source of a great 
deal of pride and satisfaction to us, and we hope it 
will continue for years longer. Assuring you of our 
great friendship and esteem, we are, Most cordially 
your friend, Shapleigh Hardware Co. (Signed) R. W. 
Shapleigh, President.” 

Responding in the same friendly spirit, Mr. 
Boyer, in acknowledging Mr. Shapleigh’s letter, 
said in part: 

“Dear Mr. Shapleigh: The fifty years of our business 
relations have indeed been most satisfactory to me as 
well as to your firm. This is a privilege that few 
people have been able to enjoy. 

“The eighty-seven years of successful business of 
Shapleigh Hardware Co. is a monument to the name. 
The fifty years of our business relations have been to 
me fifty years of successful friendship. Sincerely 
(Signed), J. B. Boyer, J. B. Boyer & Sons.” 

The mutual gratification, as expressed in these 
ietters, might well inspire the emulation of similar 
lengthy and satisfactory business alliance between 


all dealers and jobbers. 





NOW COMES 


ia 8S 






pastel tints. 


Choice of 
Broad patents pending cover 
completely the application of this princi- 
ple. 


Actual size of Standard Model. 
colors. 


As a counter item it is an instant 
hit and a sure seller. 
beautiful Bakelite cases in many 
exquisite finishes and charming 
Retail price of stand- 
ard model illustrated, $1.50 with 
generous trade discounts. 


The THERM-O-CLOCK brings 
out a brand new and revolution- 
ary method of registering temper- 


~ THERM-OQ-CLOCK 


— is unquestionably the 
year’s greatest piece of nov- 
elty merchandise—striking in ap- 
pearance and the most attractive 
looking article of its kind ever 
placed on the market. It has every 
one of the elements you insist 
on for a sure-fire, quick action 
item—elegance, beauty, wide util- 
ity—and, above all else, the nov- 
elty of an entirely new and pat- 
ented principle. 


ature-—faster than any other meth- 

od—and absolutely accurate for 
slightest temperature variations. 
Only two simple operating parts. 
No delicate adjustments. Can be 
dropped without disturbing accu- 
racy. 


Hundreds of thousands of these attrac- 
tive THERM-O-CLOCKS are going to 
be sold this year. Now is the time to 
get lined up for your share of this 
business. Mail coupon below with $1.00 
for a sample—or write for a quotation 
on your possible requirements. ACT 


NOW! 


THE THERM-O-CLOCK CO. 


304 S. Fountain Ave., Springfield, O. 
=s==='MAIL THIS COUPON :=="*"" 


THE THERM-0O-CLOCK COMPANY, 

304 South Fountain Ave., 

Springfield, 0. 

Send literature and full details. $1.00 is enclosed. 
Send sample (this money returned when order for 
1 doz. or more follows). 

Name 
Address 


Supplied in 
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Reed & Prince products are right in accuracy, 
finish and package. You can sell them with 
the utmost confidence of customer satisfac- 
tion. 
These and many other types and sizes 
in steel, brass, bronze, Everdur, Monel, 
Stainless, and other special alloys and 
plain, polished, nickel, copper, blued, gal- 


vanized, cadmium or chromium finishes. 
Ask your jobber for Reed & Prince products 
REED & PRINCE MFG. CO. 


WORCESTER - - MASSACHUSETTS 
WESTERN BRANCH AT CHICAGO, 3635 IRON ST. 
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Helyx Spiral Nail 


The Hillwood Mfg. Co., 

21700 St. Clair Ave., Cleve- 

land, Ohio, makes the Helyx 

spiral nail, having exception- 

al holding power. It is made 

by a special machine which 

spins square wire into a 

spiral coil. The wire is then fed back into a tack machine, 

which makes the product in varying style heads, gages and 

lengths. Nails are available in both regular and heavy-duty 

type. The heavy-duty type will drive through sheet metal up 

to 20-gage without the use of a punch. Because of its de- 

sign this nail is said to have five times more holding power 

than an ordinary nail. The nail is round, but it makes a 

square hole and will not back out, says the maker. Nails 

are made in bright or blued finish and are packed in 100- 

lb. kegs. Special finishes are offered as follows: solid cop- 

per, cadmium, galvanized, cement coated, brass plated and 
tinned. 





Sylvania F-15 Lamp 

Sylvania lamp F-15, made by Nilco Lamp 
Works, Inc., Emporium, Pa., for decorative 
lighting service lists at 25c. It has ivory fin- 
ish. The company has also added a 1500- 
watt white bowl lamp for general lighting 
service listing at $5.95. A price and data 
book, dated March 1, 1931, has been issued 
by the Nileco Lamp Works, telling how to or- 
der Sylvania lamps and what constitutes 
standard package lots. Price schedules, ab- 
breviations, etc., are included in the booklet. 








Winchester Standard Trap 
Shotgun Model 12 


Winchester Repeating Arms Co., New Haven, Conn., offers 
model 12 standard trap hammerless repeating shotgun to sell 
for the suggested price of $61. The gun has a handsome 
pistol grip or straight grip, walnut stock, and both the grip 
and slide handle are finely checked. Stock has heavy, 
rounded trap-style fluted comb, fitted with the Winchester 
soft rubber recoil pad. Gun is offered in 12, 16 and 20 





gages. Full choke barrels are made in each gage, fitted 
with a raised matted rib and two bead sights. In the pistol 
grip stock model there is a drop at the heel of 214 in. The 
12-gage gun has a 1 11/16-in. drop at comb, while the 
16 and 20-gage guns have a 114-in. drop at that point. Stock 
length is 143% in. in 16 and 20 and 14% in. in 12-gage gun, 
including recoil pad. In the straight grip model dimensions 
in 16 and 20-gage guns are the same as in the pistol grip 
style. The 12-gage gun has the usual length of 14%-in. 
but 34 in. less drop at the heel than the pistol grip model. 
Interchangeable barrel and magazine sections, complete with 
action slide can be furnished if desired at the usual cost for 
such extras. Large size extension slide handle can also be 
provided at extra charge, but in no case will an interchange- 
able barrel and magazine of one gage of gun be fitted to 
frame intended for another gage. 
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FOR SALE «t «SACRIFICE 


Modern plant, 361 x 80 ft., concrete block con- 
struction with concrete floor, with machinery, tools, 
dies, patent rights, stock and office equipment. 
Located in Ohio. 

Completely equipped to manufacture a variety of 
wood or metal products for which there is a wide 
demand. Plant can start operation within 24 
hours. 

Have been doing a successful business on Pea and 
Bean Hullers, Lima Bean Hullers, Combination 
Hullers, Juice Extractors, Knife Sharpeners; also 
Adult and Juvenile Exercisers. Inventories con- 
servatively at $22,000. 

Poor health, total blindness and death of daughter 
force quick sale. Will sell at $15,000 and make 
terms reasonable to right party. 


Address Box J-260, 
c/o Hardware Age, New York City 














= CHICAGO) 
SPRING HINGES 


“SPRING HINGES OF RECOGNIZED QUALITY” 


The “Triplex” 


VS A sale of quality Spring 
Hinges means future profits 
for dealers. Customers who 
buy Chicago Triplex Spring 
Hinges are satisfied customers 
and will return again. 












} Triplex Spring Hinges are 

designed for application to a 
jamb hanging strip. They are 
} neat, durable and finely fin- 
ished. Architects, Dealers and 
Contractors recognize them as 
“Spring Hinges of Quality.” 








Type 2001 
The “Triplex” 


Send for catalogue H-47 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 


U. S. A. 








Wickwire Brothers 
Hex. Poultry Netting 


Every roll made of Open Hearth Steel 
which resists rust much longer than 
Bessemer. 


The complete product is made in our own 
plant—we control every operation. Our 
method and quality of galvanizing gives 
added protection, as well as a good finish. 
All standard sizes. 


Your Jobber Will 





















When a 
customer 
forgets— 


YOU LOSE! 


Every time a customer comes into your store 
he walks out again without remembering to 
buy some article he has needed for months. 
And every time this happens, potential profits 
go out the door with him. It’s up to you to 
make him remember. 


FREE The Story of Jim King 


The inspiring story of Jim King will show you 
dozens of ways to stop these leaks that are 
robbing your store of its rightful profit. Read 
how Jim built up a brisk profitable trade in 
spite of stiff competition—how he followed a 
tried and proven shortcut to success. This 
booklet will show youshow you too can put 
new life in your store and new profits in your 
pocket. After you receive this book you'll 
begrudge every minute you postponed writing 
for it—so mail your request today. It’s free— 
no obligation. 


terse IE LILLE R= 


W. C. HELLER & CO., Montpelier, Ohio 
New York Office: 20 Vesey St., Sulte 500 


MAIL THIS COUPON NOW 


W. C. Heller & Co., Montpelier, Ohio 4-A 
Gentlemen: Please rush my free copy of “‘The Storyof Jim King.” 
I am not to be obligated in any way. 
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Caulking Compound in a New, Handy Tube | 





CAULK- 0-SEAL 


(Reg. U. 8. Pat. Of.) 


The JUMBO TUBE (containing 1 pint) 
complete with Insert Nozzle and Pressure 
Key meets every need of the small user 
and home owner. No caulking gun neces- 
sary. CAULK-O-SEAL is easy to use, 
non-staining and plastic. It is a quick 
seller, volume builder and profitable item 
to handle. Compound also sold in bulk 
with full line of guns. 
If your jobber cannot supply you, 
write us direct. 


CALBAR PAINT 
& VARNISH CO. 


2622 N. Martha St., Philadelphia, Pa. 
A, ry hr, hr, i, Mi, Mr, Me, Mn, Ml, Lr, 








-y BRUSH NU COMPANY , 


BALTIMORE MARYLAND \ 











Rivets 
Roofing Nails 
Scratch Brush Wire 





THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
Milton Pray Co., San Fr isco, Los Angel 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn, 


Seattle 























Coming Conventions 


AMERICAN HARDWARE MANUFACTURERS’ ASSOCIATION 
AND SOUTHERN HARDWARE JOBBERS’ ASSOCIATION JOINT 
CONVENTION, Edgewater Park, Miss., April 20, 21, 22, 
23, 1931. Headquarters, Edgewater Gulf Hotel. Charles 
F. Rockwell, secretary-treasurer, American Hardware 
Manufacturers’ Association, 342 Madison Avenue, New 
York City. Sidney St. J. Eshleman, secretary-treasurer, 
Southern Hardware Jobbers’ Association, 704 New Orleans 
Bank Building, New Orleans, La. 


AMERICAN STEEL & Heavy HARDWARE ASSOCIATION 
ConvENTION, William Penn Hotel, Pittsburgh, Pa., May 
18, 19, 20, 1931. B. R. Sackett, secretary-treasurer, 505 
Arch St., Philadelphia, Pa. 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVENTION, 
Hotel Marion, Little Rock, April 14, 15, 1931. L. P. Biggs, 
secretary, 815 Southern Trust Building, Little Rock. 


Caro.Linas HARDWARE ASSOCIATION CONVENTION, Greens- 
boro, N. C., June 9, 10, 11, 1931. Arthur R. Craig, secre- 
tary, 804-806 Commercial Bank Building, Charlotte, N. C. 


MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Jan. 26, 27, 28, 29, 1932. Place of meeting to be 
decided later. Chas. H. Casey, manager-treasurer, 2344 
Nicollet Ave., Minneapolis. 


MisstssippP1 RETAIL HARDWARE ASSOCIATION CONVENTION, 
Buena Vista Hotel, Biloxi, June 15, 16, 17, 1931. Guy 


Nason, secretary, Starkville. 


NATIONAL ASSOCIATION OF PURCHASING AGENTS, INC., 
ConvENTION, Royal York Hotel, Toronto, Canada, June 
8, 9, 10, 11, 1931. G. A. Renard, secretary-treasurer, 11 
Park Place, New York City. 


NATIONAL ELectric LicGHT ASSOCIATION CONVENTION 
AND ExuHIBITION, Atlantic City Auditorium and Conven- 
tion Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 1931. 
A. Jackson Marshall, secretary, 420 Lexington Ave., New 
York City. 


NATIONAL RetTatL HARDWARE ASSOCIATION CONVENTION, 
Hotel Cleveland, Cleveland, Ohio, June 22, 23, 24, 25, 
1931. H. P. Sheets, Managing Director, 915-935 Meyer- 
Kiser Bank Building, Indianapolis, Ind. 


New Encianp RetatL HARDWARE DEALERS ASSOCIATION 
CONVENTION AND EXHIBITION, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler, 
George A. Fiel, secretary, 80 Federal St., Rooms 415-16, 
Boston, Mass. 


Nortu Daxota Retart HarpwARE ASSOCIATION Con- 
VENTION AND EXHIBITION, Feb. 10, 11, 12, 1932. Place 
of meeting to be decided later. C. N. Barnes, secretary, 
Grand Forks. 


PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
ConvENTION, Amarillo, Tex., April 20, 21, 22, 1931. 
Headquarters, Amarillo Hotel. (C. L. Thompson, secre- 
tary-treasurer, Canyon, Tex. 

Soutn Dakota Retatt HarpwareE AssociaTIoN Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 


manager-treasurer, 2344 Nicollet Ave., Minneapolis, 
Minn. 
SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 


ASSOCIATION CONVENTION AND EXHIBITION, Atlanta, Ga., 
May 12, 13, 14, 1931. Walter Harlan, secretary-treasurer, 
701 Grand Theater Building, Atlanta, Ga. 
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370 ATLANTIC AVE., 


THE ELASTIC TIP COMPANY 


MANUFACTURERS OF 


@ | RUBBER GOODS AND SPECIALTIES |# 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 
FAST SELLING TIPS FOR ALL PURPOSES 








BOSTON, MASS. 
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Hlundreds of Orders like this. 


Good Margin, Big Protits 








The Industrial Market 
for Nicholson Files 
includes buyers 
who are 
leadets in every line 
of production 


sy 
Usa 


(TRADE MARK) 


NICHOLSON FILE COMPANY 
Providence, R.1., U.S.A. 


A FILE FOR EVERY PURPOSE 











SPEED UP 














yo! SALES 


Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post card will bring prices 
and information by first mail. 


ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 



























ey INCREASE 


your 
oven sales 


Nesco features mean the 
greater value that wins more 
customers. Full tin lined ~ 
double walls, asbestos insu- 
lated — heat indicator — air 
circulation—heat deflector— 
two locks. Specify ‘*Nesco”’ 
to your jobber. 


Nationa, ENAMELING AND 
Stampinc Company, Inc. 


13 12th St., Milwaukee, Wis. 


The Nationally 
Advertised Trade Mark 
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—That’s all the time it takes to sell a 
Bee-Vac Vacuum Cleaner by the Famous 
Ten-Minute Test-Kit—the customer sells 
herself! Be prepared to cash in on Spring 
trade with this amazing new sales idea. 
Complete cleaner line—liberal discounts 
assure your profit. Write or wire at once! 


THE BIRTMAN ELECTRIC COMPANY 
4144 Fullerton Avenue, Chicago 





FREE! 
Sanitator and Moth 
Repellant Set turns 
prospects into sales! 






































CLASSIFIED ADVERTISING 
RATES 


Advertisements from unemployed 
accepted free of charge; i 


Positions Wanted and Help Wanted adver- 
tisements at Special Rate of one cent a 
word, minimum fifty cents per insertion. 








Use the “Classified Opportunities Section” to reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 
THE FOLLOWING RATES 


apply to “Business Opportunities,” “Sales 
Accounts Wanted” and 


tives Wanted” Advertisements. 





in two consecutive weekly issues. Set Solid, Minimum of 5 lines. .....$3.00 ca a 

> pply on Position Wanted or Help 
Box number address may be used. Each additional line............ .60 Wanted Advertisements. 
All replies will be forwarded by us All Capitals, Minimum of 5 lines.... 4.00 HARDWAREAGE is published each Thursday. 
post paid. Each additional line............ .80 Forms close Nine Days previous to date of 


Average 10 words to a line 
Allow One Line for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


BOXED DISPLAY RATES 
1 fmch ..cccccccccccccccccccces 05.00 
Each additional inch.............. 4.00 
Discounts for Classified Advertis 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts de 





“Sales Rep 








publication. 

Address your advertisements and replies te 

HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 




















POSITIONS WANTED 


POSITIONS WANTED 





MANUFACTURERS SALESMAN desires connection. Established 
with the Hardware Jobbing Trade in Fifteen Southern states, also. New 
York, Pennsylvania and New England. Single, 29 years of age, Christian. 
Experience in detail work marketing new product. References furnished 
from two connections past eight years. Address Box J-255, 
Harpware AGE, New York City. 


care of 





BUYER OR SALES EXECUTIVE, a good detail man. Fifteen years 
manager large southern jobbing house whose net earnings during that 
eriod were always better than 15%, experienced in shelf and heavy 
eee wlll mill and mine supplies and building material, seeks connection. 
Location not important. Address Box J-249, care of HarDware AGE, 


New York City. 





ILLINOIS SALESMAN of character and responsibility, fifteen years’ 
commercial selling experience seeks representation of a responsible man- 
ufacturer of lines suitable for Department Stores. Hardware and furni- 
ture store or Automobile Specialties, working on commission basis or as 
Manufacturers Agent. Address Box J-212, care of HarpwWare AGE, 
New York City. 





AUTOMOTIVE MANAGER desires business connection, preferably in 
the East, with automotive or hardware jobber to manage and take full 
charge of automotive sales and purchases. For past twelve years with a 
large Hardware-Automotive Jobber. Very well known in the trade. Excel- 
dent references. Address Box J-254, care of Harpware AcE, New York 

ity. 





SALESMAN, 10 years’ experience, established following selling Hard- 
ware, Furniture, Variety and Department store trade in Illinois and 
Eastern Iowa. Married, desires connection with responsible manufacturer 
or large jobber. Can furnish A-1 references as to character and general 
qualifications. Address Box J-252, care of HARDWARE AGE, New York City. 








SALESMAN, 34 years, thoroughly experienced with the hardware and 
housefurnishing trade in metropolitan New York territory wishes to con- 
nect with manufacturer or jobber in these lines on a strictly commission 
basis. Have my own car and am a live wire that will produce real 
business. Address Box J-256, care of HArpware AGE, New York City. 





EXPERIENCED MANUFACTURERS REPRESENTATIVE will be 
available for position. Familiar with jobbing and dealer trade throughout 
southern and eastern states. Successful record as high class merchandiser. 
College education. Ten years’ experience. Address Box J-253, care of 
Harpware Acz, New York City. 





HARDWARE MAN with 20 years’ sales and executive experience 
desires sales — with reputable manufacturer. Wide personal ac- 
quaintance with buyers of leading retail, jobbing and industrial concerns. 
Metropolitan territory or will travel. Address Box J-258, care of Harp- 
waRE AGE, New York City. 


POSITION WANTED: CAPABLE hardware, mill supplies, plumbing, 
fixtures, building materials, cutlery, hotel restaurant supplies, and catalog 
and price service man; desires connection with manufacturer or jobber. 
30 years’ experience wholesale hardware, etc. having charge of buying, 
sales promotion, sales staff, correspondence, merchandising as used by 
hardware jobbers. Highest credentials. Address Box J-227, care of 
Harpware AcE, New York City. 





HARDWARE MAN-—Six years’ experience covering middle and south 
western states with well known line of bicycles and motorcycles. Ten 
years’ experience covering Hudson river territory, Albany to New York 
City limits with builders’ hardware, sporting goods, fishing tackle, auto 
accessories, toys and firearms. With last firm seven years. Best refer- 
ences. Address Box J-230, care of Harpware Ace, New York City. 





HARDWARE MAN with eleven years’ hardware business experience 
desires connection with retail hardware concern. Can handle buying, 
selling, and correspondence. Have sold wholesale and retail. Age 28 
years. Married. Can give excellent references. Address Box J-264, 
care of Harpware AGE, New York City. 





HARDWARE MAN, 32, ten years’ experience with Builders hardware, 
tools, electrical supplies and appliances, cutlery, paint, housefurnishings, 
buying, selling and advertising wishes position New York City or New 
England. Best references. Address Box J-263, care of HARDWARE AGE, 
New York City. 





I wish inside position in either wholesale or retail hardware trade— 
office, store, stock room. I offer six years’ experience as retail clerk in 
Germany and three years’ experience in various fields in U. S. A. Loca- 
tion no object. Address Box J-167, care of HarpwarE AGE, New York 


City. 





SALESMAN, Christian, 16 years’ general and builders hardware ex- 
perience, wishes to connect with reliable firm... Have following in Brooklyn, 
Long Island and New England. Can read Blue Prints. Best of refer- 
ences. Address Box J-207, care of HarpwarE AcE, New York City. 





SALESMAN—18 years road. Experienced—calling on Jobbing and 
Retail Trade. 43 years of age. Desires connection with a manufacturer. 
Al references. Address Box 556, Lynchburg, Va. 





HELP WANTED 








HARDWARE MAN, German, experienced in factory, wholesale and 
retail merchandising, wants as start in America a position in office, store 
or stock room. Eight years’ experience as office clerk and salesman. 
Everything in first letter. Address Box J-240, care of HARDWARE AGE, 
New York City. 





MAN, 43 married, 23 years’ experience in general hardware, paints, 
house-furnishing, as head salerman and buyer. 10 years in present posi- 
tion; prefer position where opportunities are unlimited. References fur- 
nished. Address Box J-250, care of Harpware Acz, New York City. 


SALESMEN WANTED An opportunity exists for 

men who have had an ex- 
ceptional sales record. One of New York’s leading hard- 
ware and housefurnishing jobbers desires to employ sev- 
eral men who have unquestionable references. After a 
period of training these men will be added to our sales 
force. Retail or wholesale hardware experience desirable 
but not essential. Applicants must be residents of the 
Metropolitan District preferably owning a car. Write 
fully to Box J-269, care HARDWARE AGE, New York. 

















SALESMAN, Southern States. Southerner, age 30, now employed as 
salesman for com any rated AA-Al, desires permanent sales position in 
South. No side line. Willing to travel extensively. Excellent references. 
Address Box J-241, care of Harpwarz AcE, New York City. 





YOUNG MAN, age 24, eight years’ experience, seeks position as a 
hardware salesman with retail or wholesale concern in metropolitan district. 
First class locksmith. Best of references. Address Box J-251, HARDWARE 
Acz, New York City. 


78 


EXPERIENCED young salesman wanted to travel exclusively for old 
and established manufacturer calling on hardware, electrical and plumbing 
jobbers throughout eastern territory. Salary and expenses paid. Address 
reply to Box J-235, care of Harpware Ace, New York City. 
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onder ers an onder wn ears. ress a 
UFACTURING COMPANY, 621 Smythe Bldg., Cleveland, Ohio. 
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CLASSIFIED OPPORTUNITIES 





BUSINESS OPPORTUNITIES 


SALES REPRESENTATIVES WANTED 





WANTED: A general hardware store located in the State of Maine 
preferably in or around Washington County in a town of no more than 
5,000. Address Box J-268, care of Harpware AGE, New York City. 





WANTED: A partner, active, willing to invest $25,000 in wholesale 
hardware business established in Philadelphia 82 years. 
J-262, care of HARDWARE AGE, New York City. 





HARDWARE business wanted. Give complete details first letter. 


Address Box J-261, care of Harpware AGE, New York City. 





SALES REPRESENTATIVES WANTED 





STOVE: Manufacturer of National Reputation requires the services of 
men who have had considerable a kage selling stoves to dealers on the 
East Coast and Southern States. ive particulars in first letter. Address 
Box J-244, care of Harpware Acz, New York City. 





SALESMEN—Calling on hardware and department stores. New 
kitchen articles sells on sight. No competition, Tremendous repeat. 
Big commission. Small sample. Protected territory. National advertis- 
ing. GELLMAN MFG. CO., Rock Island, Il. 





ROPE SALESMAN WANTED. 
lb. basis. Fast selling side line, five per cent commission. 
Company, 82 South Street, New York City. 


United Fibre 


Address Box 


SALESMAN WANTED—Must now be calling on Hardware and 
Housefurnishing Jobbers in Wisconsin, Illinois and Indiana to carry fast 
selling line on commission basis. Prefer man handling only one or two 
other lines. Minnesota, Iowa and Missouri also open. State in detail 
lines now carried and exact territory covered. References required. Ad- 
dress Box J-265, care of Harpware AcE, New York City. 





SALES ACCOUNTS WANTED 











100 per cent pure Manila rope, 14c. | 


Have You a Good Distributor 
for New York City and 
Adjacent Territory? 


An old established hardware house of the highest reputa- 
tion for more than a half a century is in a position to 
handle additional hardware lines in the Metropolitan Dis- 
trict. Our salesmen cover the higher grade of retail 
stores throughout this territory and can take care of a 
few more lines of hardware of quality high enough to 
match our other lines. Address Box No. J-240, care 
Harpware AGE, New York City. 

















need of new paint. 


person in your town. 


foremost paint manufacturers. 


sales. 


profits. 





Paint Your Store First 


and let the power of suggestion get to work selling paint. 


Suggestion can be used in many ways. 


Your Chamber of Commerce should be glad to push a “Clean Up 
and Paint Up”’ Week, which will suggest the need of painting to every 


The third issue every month of Hardware Age brings you facts and 


ideas about paint merchandising. 


A special section in this issue carries the advertising messages of the 


Read what other successful hardware dealers are doing to push paint 
Learn how the paint manufacturers are willing to help you. 


Clean up and paint up your own store, put in some good selling dis- 
plays, and let the power of suggestion roll up paint sales and paint 


Good displays suggest the 
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In Greater 
Demand Than 


Ever Before 


With renewed interest everywhere 
in interior decorating 


MOORE 
PUSH-PINS 
and 
Push-less Hangers 


are continuous sell- 
ers wherever these 
handy devices to 
Hang - Up - Things 
aredisplayed. 
Constantly adver- 
tised. 








Get a Counter 
Display from your 
Jobber. 


PUSH-PIN CO. 
Philadelphia, Pa. 








MOORE 


113-125 Berkley Street, 
Established 1900 

















STOVE CORBIN 
BOLTS 


Stove, Tire, Sink BOLTS— 
Wood, Drive, Coach, Machine, § 
Set, Cap, Thumb SCREWS 
Special Automatic Screw 
Machine Products 
U.S.S., S.A.E. Plain, S.A.E. Cas- 
tellated NUTS—Jack, Plumb- 
ers’, Register, Safety, Furnace, 
Ladder, Sash CHAINS 
Escutcheon Pins 
Speedometers Tachometers 
THE CORBIN SCREW 
CORPORATION 
THE AMERICAN HARDWARE 
CORPORATION, SUCCESSOR 
New Britain, Conn. 


“Warehouses: 
New York 
Philadelphia 


Chicago 














Power and Punch 


Aplenty ... | 

















Rixson No. 94 Casement Operators OUR CATALOGU 
Mount on Stools as Narrow as 1%”. SWEET'S 
Open Outswing Casements in 31% e 





Smooth Turns 


THE OSCAR C. RIXSON COMPANY | 


4450 Carroll Avenue Chicago, III. 
New York Office: 101 Park Ave., N.Y. C. 
Philadelphia Atlanta New Orleans Los Angeles 


You can stake your reputation on | 


Winnipeg 











ZS Is 
Soo 

TIIN 
Builders’ Hardware | 
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f 
Hardware Age Verified List | 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive ofhicers and buyers, and the 


lines handled by the Hardware Wholesalers. 


For instance, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 
modern hardware stock. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75 
to 80% of the retail hardware trade of the U. S 


CONTENTS OF VERIFIED LIST 


Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and Foreign. 
Chain Hardware Stores in United States and Canada. 

5, 10, 25c to $1.00 Syndicate Stores ese gto hardware. 
Department Stores carrying hardware and housefurnishings. 
Manufacturers’ Agents in U. S., Canada and Foreign. 
Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 
Sporting Goods Distributors. 

Mail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Distributors. 

Radio Apparatus and Parts Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership List of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work 
and also a helpful guide for salesmen’s calls. Every manu- 
facturer's sales manager should have one on his desk, and 
every salesman could profitably carry a copy in his gzip. 
Since the previous issue was published there have been 
more than 10,000 additions and corrections, and these all 
appear in the Eleventh Edition. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 
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50 years on a DOOR 
good for 50 years more 











These Historic Hinges can be seen at our factory 


TRADE /BOMMER, MARK 


Factory at Brooklyn, N. Y. 





MOE’S GARDEN TOOLS 





WEEDER AND MULCHER 


Handsome tools of heavy pressed steel, with blade and 
handle all in one piece, and smooth nickel plated cap 
on handle. 

They have the correct hang or balance, and are stiff 
and strong; without unnecessary weight. Handles give an 
easy, comfortable grip, without fatigue. 

Finished in baked black enamel, with beveled edge 
points. 

Write for Catalog and Prices 


OEFT & COMPAN 


2305 Davis St. North Chicago, Il. 



























Keep D19 DOMES of 
SILENCE Display Cabinet 
on your counter working 
for you. 


It pays good dividends on 
the small space it oc- 


cupies. 








Contents costs 
dealers $3.00. 
Sells for 
$4.80. 


Gross sets 
cost $9.00. 


If your Jobber 
cannot supply 
you — write us 
direct. 


We also make all 
grades of Sliding 
Casters, Pin 
Slides, Felt Slides, 
Radio Felt, Feet, 
Insulated Slides, 
etc. 


WS i 
DOMES of SILENCE, Ine. ~~" 
35 Pearl St., New York City OUR PACKAGE 




















The Best Mounted Grindstone 
on the Market K Genuine 


The Sterling sells to 
farmers, mechanics and 
home owners who want 
the best. 

Ask a prospective cus- 
tomer to sit on the 
saddle and see if the 
double treadle and ball 
bearing features do not 
make a propulsion al- 
most as easy as riding Sterling 

a bicycle. Mounted with Shipped Knocked 
one of the famous wee oe ee 


“Cleveland” Grindstones 


of Genuine BEREA Grit which we alone manufac- 

ture. No grindstone sharpens tools quicker or bet- 

ter. None runs easier or lasts longer. A big seller 

to farmers without power supply. Good profit. 
Send for catalog and prices 


The Cleveland Quarries Co. 
Cleveland, Ohio 
28 West Broadway, New York 
Lombard & Co., Inc., Boston, Mass. 
New England Agency 
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GALVANOID 





has 


a consumer demand 















(~~ always will be a demand for Gold Strand Galvanoid Screen 
Wire Cloth because it is an outstanding quality product. It is 
not only electro-plated with the purest zinc but lacquered and baked 
as well. No wonder you can sell it with the satisfaction of knowing 
that you are dispensing a quality product ... A 
Goodwill Builder. 

® 


AMERICAN WIRE FABRICS CORPORATION 
Subsidiary of Wickwire Spencer Steel Co. 
41 East 42nd Street, New York City 
Buffalo, Chicago, Detroit, Cleveland, Philadelphia, Tulsa 
Worcester; Pacific Coast Headquarters: San Francisco. { for a ‘uppty Of thee bust | 


He will gladly give them 
Branches and Warehouses: Los Angeles, Portland, Seattle 





to you FREE. 











GOLD STRAND SCREEN WIRE CLOTH W 





Black Painted American Galvanized American Gold Strand Hard 


American Gold Strand American Gold Strand Copper 
Galvanoid Bronze * * In light and dark finish 
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A Padlock Value that Challenges Comparison 


ILCO announces The Challenger, the new SPECIFICATIONS OF THE CHALLENGER 
and completely perfected pin tumbler cylin- PADLOCK No. 317 

der padlock. It has just been released from Made in one size, 142” 

a series of rigid tests that prove its excep- _ Four Pin Tumbler Cylinder Construction. Thousands 
tional value. Compare The Challenger with of key changes. 

any padlock manufactured, or, easier still, oes ee sears operating cam. 

line up its specifications beside those of any Soor Selhened shockle with heavy brass plate. 


other lock. You’ll soon see what is meant by Unusually attractive Brushed Brass Finish. 
IL superiority. 2 nickel silver keys. 
co P ty Can be furnished keyed alike or master keyed. 
To retail for 75c each (slightly higher west of the 
Rockies). 


a 


Because of its excellent retail value, The 
Challenger offers an opportunity for rapid 
turnover. More than that —easy sales; 
they’re packed in individual cartons attrac- 
tively printed in two colors, and each dozen 
is _packed in a new style display which is 
shown below. The Challengers are all ready 
to go on your counter. But they won’t stay 
there long, once you 
start telling your cus- 
tomers about them. 
Write us at once for 
further information. 


Cut-away view of The Challenger, showing Pin 
Tumbler construction and double locking rotary bolt. 


INDEPENDENT LOCK COMPANY een 
FITCHBURG, MASS. nanbeite Sas Sette 


NEW YORK PHILADELPHIA PITTSBURGH 
DETROIT CHICAGO KANSAS CITY DENVER LOS ANGELES 





BALTIMORE ATLANTA CLEVELAND 
SAN FRANCISCO 
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